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This report sets out the preliminary findings of a series of 
questionnaire shopper surveys at five convenience foodstores in 
West Yorkshire. The surveys, which form the second phase of a 
current research study, followed an earlier series of surveys, 
the results of which were given in a report produced earlier this 
1 year . 
The questionnaire surveys were carried out in May-June 1983 
and the information obtained comprised that on the shopper and 
shopper's household together with trip, travel mode and 
attitudinal data. 
1.1 Background -- to the Surveys. 
The work described forms part of a wider study into shopper 
travel characteristics, one of the aims of which is to provide 
guidelines and recommendations for inclusion in car parking 
design standards for retail facilities. The research has been 
funded by the Science and Engineering Research Council (SERC) and 
West Yorkshire Metropolitan County Council (WYMCC). 
1.2 Objectives 
The emphasis of the study is on parking and thecar-borne 
shopper. The objectives of the questionnaire surveys did, 
however, encompass other mode users and were as follows:- 
(1) To obtain information to enable the assessment of house- 
hold constraints on the choice of shopping destination and 
shopping day to be made. 
(2) To obtain information on store "catchment" 
characteristics and relate these to the store's attractiveness 
and accessibility. 
(3) To obtain information relating to the way in which 
perceived parking difficulties affect the choice of shopping 
destination, shopping day, and shopper's 'attitudes to the stores. 
( 4 )  To o b t a i n  i n f o r m a t i o n  on shopper  a t t i t u d e s  and examine 
t h e  way such  a t t i t u d e s  v a r y  be tween s t o r e s  and be tween  d a y s  of  
t h e  week; and t o  examine t h e  e f f e c t  on shopper ' s  a t t i t u d e s  due t o  
t h e i r  chosen t r a v e l  modes o f  a r r i v a l  t o  t h e  s t o r e s .  
1 . 3  Note on R e s u l t s  P r e s e n t e d  -- 
Because of  l i m i t a t i o n s  o f  t i m e  and s p a c e ,  t h e  r e s u l t s  have 
been a g g r e g a t e d ,  u s u a l l y  e i t h e r  by s t o r e ,  day  of week, o r  by 
t r a v e l  mode. T h i s  a g g r e g a t i o n  was c o n s i d e r e d  t o  b e  t h e  most  
u s e f u l  way i n  which t h e  i n f o r m a t i o n  cou ld  be  p r e s e n t e d  g i v e n  t h e  
need t o  convey an  o v e r a l l  p i c t u r e  o f  t h e  d a t a  o b t a i n e d .  Hence, 
t h e  a n a l y s e s  have been l i m i t e d  t o  means, medians,  p e r c e n t i l e s ,  
e t c .  and c r o s s - t a b u l a t i o n s .  
2.THE -QUESTIONNAIRE 
2 .1  Development - and E v o l u t i o n  
The f i n a l  form of  t h e  q u e s t i o n n a i r e ,  a s  g i v e n  i n  Appendix 1, 
evo lved ove r  some e i g h t  months d u r i n g  which t i m e  b o t h  s e l f -  
c o m p l e t i o n  and i n t e r v i e w  t y p e  approaches  were c o n s i d e r e d .  
B r i e f l y ,  t h e  f a c t o r s  which d e t e r m i n e d  t h e  e v e n t u a l  method - 
s e l f - c o m p l e t i o n  u s i n g  "F reepos t "  - were:- 
( i)  C o n s i d e r a t i o n s  of  i n t e r v i e w e r  b i a s :  t h e  number of  
i n t e r v i e w s  t o  be c a r r i e d  o u t  would have d i c t a t e d  up t o  f o u r  
i n t e r v i e w e r s  on s i t e  a t  dny one t ime.  T h i s  c o u l d  have l e d  t o  
i n c o n s i s t e n c y  i n  t e r m s  o f  "between i n t e r v i e w e r "  b i a s  e s p e c i a l l y  
s i n c e  a v a i l a b l e  p e r s o n n e l  would have l a c k e d  i n t e r v i e w i n g  
e x p e r i e n c e .  
(ii) C o s t  and manpower c o n s t r a i n t s :  g i v e n  an  o v e r a l l  budget  
and a  t a r g e t  r e s p o n s e  o f  a b o u t  1000 comp le ted  q u e s t i o n n a i r e s ,  t h e  
c o s t s  p e r  q u e s t i o n n a i r e  were  37.2 pence f o r  i n t e r v i e w s  compared 
w i t h  28.9 pence f o r  s e l f - c o m p l e t i o n  q u e s t i o n n a i r e s  u s i n g  
" Freepos t " .  
(iii) O r g a n i s a t i o n a l  c-ons iderat ions:  w i t h i n  t h e  l i m i t e d  
r e s o u r c e s  a v a i l a b l e  t h e  l o g i s t i c ,  o r g a n i s a t i o n a l  and indeed,  
p r a c t i c a l  p rob lems a s s o c i a t e d  w i t h  t h e  need t o  u s e  a  team of 
i n t e r v i e w e r s  e f f e c t i v e l y  r u l e d  o u t  d a t a  g a t h e r i n g  by i n t e r v i e w .  
* 
Before  f i n a l i s a t i o n  t h e  q u e s t i o n n a i r e  was t e s t e d  on bo th  
r e s e a r c h  s t a f f  and l a y p e r s o n s ,  b o t h  o f  whom p r o v i d e d  v a l u a b l e  
comment and adv ice .  The f i n a l  v e r s i o n  took  be tween f i v e  an3 t e n  
m i n u t e s  t o  comple te .  
V i r t u a l l y  e v e r y  q u e s t i o n  ( e x c e p t  t h o s e  a s k i n g  f o r  an 
a d d r e s s )  c o n t a i n s  an  i m p l i c i t  h y p o t h e s i s  r e l a t i n g  t o  shopper  
behav iour  and l i k e l y  c a u s a l  f a c t o r s  c o n c e r n i n g  s u c h  behav iour .  I n  
a  s t u d y ,  whose o v e r a l l  a im is  t o  p r o v i d e  g u i d e l i n e s  on d e s i g n  
p a r k i n g  s t a n d a r d s  f o r  r e t a i l  f a c i l i t i e s ,  t h e  o b j e c t i v e s  must 
n e c e s s a r i l y  b e  d i r e c t e d  toward  n o t  o n l y  t h e  f a c t o r s  which c a u s e  
t r a f f i c  t o  be  a t t r a c t e d  t o  a  p a r t i c u l a r  l o c a t i o n ,  b u t  a l s o  t o  
t h o s e  f a c t o r s  - u s u a l l y  c o n s t r a i n i n g  f a c t o r s  - which i n f l u e n c e  
s h o p p e r s  i n  bo th  t h e i r  c h o i c e  o f  shopp ing  d e s t i n a t i o n  and c h o i c e  o f  
day  (o r  t i m e  o f  day)  f o r  t h e i r ' s h o p p i n g  t r i p .  
Some q u e s t i o n s ,  even though t h e y  would have p rov ided  
v a l u a b l e  i n f o r m a t i o n  on t h e  shopper  and h i s / h e r  househo ld ,  had t o  
be  o m i t t e d  t o  e n s u r e  a  good r e s p o n s e  r a t e ;  t h u s  q u e s t i o n s  on 
househo ld  income, o c c u p a t i o n  and a g e  were n o t  i nc luded .  However, 
t h e s e  v a r i a b l e s  a r e  a s c e r t a i n a b l e  i n d i r e c t l y  s i n c e ,  f o r  example ,  
c a r  o w n e r s h i p  ( q u e s t i o n  1 8 )  was i n c l u d e d  and t h i s  h a s  been shown 
t o  b e  c l o s e l y  c o n n e c t e d  w i t h  i n c o m e  2. Age may b e  p r o x i e d  t o  some 
e x t e n t  by househo ld  c o m p o s i t i o n  ( q u e s t i o n  1 7 )  w h i l s t  o c c u p a t i o n  
of  head of  househo ld  i s  o b t a i n a b l e  " p r o b a b i l i s t i c a l l y "  f rom 
c l a s s i f i c a t i o n s  o f  r e s i d e n t i a l  ne ighbourhoods.  
2.2 Survey  Methodology 
The s u r v e y  methodology adop ted  f o r  t h e  main s u r v e y s  was 
founded on e x p e r i e n c e  g a i n e d  d u r i n g  a p i l o t  s u r v e y  h e l d  i n  
November 1982 when 205 q u e s t i o n n a i r e s  were d i s t r i b u t e d  f o r  
p o s t a l  r e t u r n .  The r e t u r n  rate was 20%. Average d i s t r i b u t i o n  
ra te  d u r i n g  t h e  p i l o t  was 32 q u e s t i o n n a i r e s  p e r  hour  p e r  p e r s o n  
( a l t h o u g h  a maximum d i s t r i b H i o n  r a t e  o f  4 l / p e r s o n  hour  was 
- ach ieved  d u r i n g  t h e  b u s i e s t  t imes). 
For t h e  main s u r v e y s  i t  was c o n s i d e r e d  f e a s i b l e  t o  i n c r e a s e  
t h e  d i s t r i b u t i o n  r a t e  t o  ove r  60/person hour  (where  n e c e s s a r y )  
and t o  i n c r e a s e  t h e  r e t u r n  r a t e  by improved q u e s t i o n n a i r e  l a y o u t .  
A lso,  i n  t h e  i n t e r e s t s  o f  a  l a r g e r  r e t u r n  r a t e ,  i t  was dec ided  
t h a t  r e s p o n d e n t s  need g i v e  o n l y  t h e i r  p o s t c o d e s ,  n o t  t h e i r  f u l l  
a d d r e s s e s  i f  t h e y  s o  d e s i r e d .  
The m a i n  s u r v e y s  w e r e  c a r r i e d  o u t  o v e r  t h r e e d a y s  a t  e a c h  
s t o r e :  F r i d a y ,  S a t u r d a y  and t h e  f o l l o w i n g  Tuesday. T h i s  was 
d e s i g n e d  t o  d e t e c t  d i f f e r e n c e s  i n  s t o r e  t r a d i n g  c h a r a c t e r i s t i c s  
and i n  shoppers  modal,  shopp ing  and a t t i t u d i n a l  c h a r a c t e r i s t i c s  
be tween peak and o f f -peak  days.  
B e c a u s e  o f  t h e  n e e d  t o  l o o k  a t  p e a k  p a r k i n g  demand t h e  
s u r v e y  p e r i o d s  were  r e s t r i c t e d  t o  t h e  two-hour ly  p e r i o d s  though t  
most  l i k e l y  t o  c o n t a i n  t h e  d a i l y  peaks .  Here,  r e s u l t s  o b t a i n e d  
d u r i n g  t h e  p r e v i o u s  year1  were  used t o  d e t e r m i n e  t h e  p r o b a b l e  
peak t i m e s  and,  a s  a  consequence,  t h e  s u r v e y  p e r i o d s  chosen 
were:- 
11.30 t o  13.30 on S a t u r d a y s  and ~ u e s d a ~ s ,  and
16.30 t o  18.30 on F r i d a y s .  
The s u r v e y o r s  were  i n s t r u c t e d  t o  g i v e  one q u e s t i o n n a i r e  per  
shopper  p a r t y :  e i t h e r  t o  a  l o n e  shopper ,  o r  t o  a  g r o u p  whose 
members a l l  be longed t o  t h e  same shopp ing  p a r t y  ( u s u a l l y  e a s i l y  
d e f i n e d ) ;  s h o p p e r s  s h o u l d  c l e a r l y  have pu rchased  someth ing  i n  t h e  
s t o r e .  T h i s  l a t t e r  p o i n t  d i c t a t e d  t h a t  d i s t r i b u t i o n  shou ld  be t o  
r e c i p i e n t s  a s  t h e y  l e f t  t h e  s t o r e  and was i n t e n d e d  t o  p r e v e n t  
more t h a n  one q u e s t i o n n a i r e  g o i n g  t o  any i n d i v i d u a l  household.  
D i s t r i b u t i o n  t o  s h o p p e r s  on e x i t  was also d e s i r a b l e  s i n c e  
q u e s t i o n  7 asked f o r  t h e  t i m e  s p e n t  i n  t h e  s t o r e .  
The q u e s t i o n n a i r e s  were a p p o r t i o n e d  t o  each  s t o r e  on t h e  
b a s i s  o f  t h e  p r e v i o u s  y e a r ' s  maximum ( e i t h e r  F r i d a y  o r  S a t u r d a y )  
p a r k i n g  accumula t ion .  T h i s  was done ( i n  t h e  absence  o f  a c t u a l  
cus tomer  f i g u r e s )  t o  a p p r o x i m a t e  t o  t h e  r e l a t i v e  number o f  
c u s t o m e r s  l i k e l y  a t  e a c h  o f  t h e  s t o r e s .  The t o t a l  number o f  
q u e s t i o n n a i r e s  p e r  s to re  was t h e n  c o n v e r t e d  t o  an  h o u r l y  
d i s t r i b u t i o n  r a t e  o r  " t a r g e t '  r a t e  t o  be a imed a t  d u r i n g  each 
s u r v e y  s e s s i o n .  I n  p r a c t i c e  t h e  t a r g e t  r a t e  f o r  each f i v e  minu te  
p e r i o d  was d e r i v e d  t o  f a c i l i t a t e  m o n i t o r i n g  of  t h e  d i s t r i b u t i o n  
and s o  p r e v e n t  under o r  o v e r s h o o t i n g .  h h a  *uuC 
cz W 
Other  i n f o r m a t i o n  o b t a i n e d  d u r i n g  e a c h  s u r v e y  s e s s i o n  7' 
i nc luded :  (1) Number o f  cus tomer  t r a n s a c t i o n s ;  
( 2 )  Number o f  parked v e h i c l e s  ( p a r k i n g  a c c u m u l a t i o n ) ;  
and ( 3 )  The wea the r  c o n d i t i o n s .  
(1) The t o t a l  cus tomer  t r a n s a c t i o n s  d u r i n g  s u r v e y  p e r i o d s  
were  o b t a i n e d  by r e c o r d i n g  t h e  "cus tomer  number" a t  i n d i v i d u a l  
check-outs  w i t h i n  t h e  s t o r e s  a t  t h e  beg inn ing  and end of each 
p e r i o d .  The t o t a l  cus tomer  t r a n s a c t i o n s  were  o b t a i n e d  t o  p e r m i t  
t h e  "sampl ing  f r a c t i o n "  t o  b e  c a l c u l a t e d .  
(2) Pa rk ing  a c c u m u l a t i o n  was r e c o r d e d  a t  r e g u l a r  i n t e r v a l s  
a t  each  s t o r e  a s  fo l l ows : -  20 minu te  i n t e r v a l s  a t  s t o r e s  5 and 9 ,  
30 m inu te  i n t e r v a l s  a t  s t o r e s  3, 6 and 8. 
( 3 )  The weather  c o n d i t i o n  was r e c o r d e d  a t  t h e  end of  each 
s u r v e y  p e r i o d  w i t h  a  v iew  t o  a s s e s s i n g  t h e  e f f e c t  o f  i n c l e m e n t  
wea the r  on shopper  behav iou r .  
2.3 The Surveyed S t o r e s  
The f i v e  s t o r e s ,  which had a l s o  been su rveyed  a s  p a r t  o f  t h e  
p a r k i n g  s u r v e y s  t h e  p r e v i o u s  y e a r  were  c h o s e n  f o r  t h e  
q u e s t i o n n a i r e  s u r v e y s  on  t h e  b a s i s  o f  b o t h  t h e i r  i n d i v i d u a l  s t o r e  
and p r o b a b l e  ca tchmen t  p o p u l a t i o n  c h a r a c t e r i s t i c s .  With r e g a r d  
t o  s t o r e  c h a r a c t e r i s t i c s :  some had shopper  bus  s e r v i c e s  o r  cheap 
p e t r o l  a v a i l a b l e  on s i te ;  t h e i r  p a r k i n g  f a c i l i t i e s  a l s o  v a r i e d  i n  
t e r m s  o f  b o t h  s i z e  and q u a l i t y ;  t h e  s t o r e s  d i s p l a y e d  a  r a n g e  of  
s i z e s  f rom t h e  smallest ( S t o r e  5) o f  "average"  s u p e r m a r k e t  
d i m e n s i o n s  th rough  t o  t h e  l a r g e s t  - S t o r e  6, o f  l a r g e  s u p e r s t o r e  
p r o p o r t i o n s .  Catchment  p o p u l a t i o n  c h a r a c t e r i s t i c s  o f  t h e  s t o r e s  
were  i n t e n d e d  t o  r e f l e c t  a  r a n g e  o f  c a r  o w n e r s h i p  and socio- 
economic  group ings .  - 
A d e s c r i p t i o n  of  e a c h  o f  t h e  s t o r e s  is  g i v e n  i n  Tab le  2.1 i n  
which s t o r e ,  s i t e ,  l o c a t i o n a l  and c a t c h m e n t  p o p u l a t i o n  c h a r a c t e r -  
i s t ics  a r e  summarised. I n  t h e  Tab le ,  " S t o r e  t y p e "  r e f e r s  t o  t h e  
l o c a t i o n  o f  each  s t o r e  w i t h  r e s p e c t  t o  t h e  immed ia te  r e t a i l  
env i ronmen t  (ie. whethe r  t h e  s t o r e  was c l o s e  t o  o t h e r  r e t a i l  
o u t l e t s  o r  n o t ) .  "Road t y p e  l o c a t i o n "  was t h e  c l a s s i f i c a t i o n  of  
t h e  road on which t h e  s t o r e  was l o c a t e d .  "Car ownersh ip"  i s  
g i v e n  r e l a t i v e  t o  West Y o r k s h i r e ' s  mean o f  0.66 c a r s  pe r  house- 
h o l d  ( i n  1981) and a p p l i e s  t o  Car o w n e r s h i p  l e v e l s  of  Wards near  
t o ,  o r  i n  which t h e  s t o r e s  r e s i d e .  "Predominant  SEG's" r e f e r s  t o  
t h e  soc io-economic c l a s s e s  p r e d o m i n a t i n g  i n  t h e  Wards i n  o r  
n e a r  t o  which t h e  s t o r e s  were l o c a t e d .  (The 1978 N a t i o n a l  
Dwe l l i ng  and Housing Survey  h a s  been used f o r  soc io-economic d a t a  
w h i l s t  c a r  o w n e r s h i p  h a s  been d e r i v e d  f rom t h e  1981  N a t i o n a l  
Census .) 
The s to re  i d e n t i f i c a t i o n  numbers have been r e t a i n e d  f rom 
l a s t  y e a r ' s  s u r v e y s  and T a b l e  2.1 g i v e s  d a t a  f o r  each  s t o r e  i n  
t h e  o r d e r  i n  w h i c h  t h e y  w e r e  s u r v e y e d .  A l l  t h e  s t o r e s  w e r e  i n  
t h e  Leeds/Bradford c o n u r b a t i o n .  S t o r e ' s  3, 5 and 8 a r e  managed 
by t h e  same o p e r a t o r ;  S t o r e ' s  6 and 9  a r e  managed by o t h e r  
o p e r a t o r s .  The s t o r e s  have v a r y i n g  l e v e l s  o f  p a r k i n g  p r o v i s i o n  
(which r e s u l t  i n  v a r y i n g  d e g r e e s  o f  d i f f i c u l t y  f o r  p a r k i n g  and 
c i r c u l a t i o n ) ;  t h e s e  a r e  r e f e r r e d  t o  (where  r e l e v a n t )  i n  S e c t i o n  
3.3.21 be low.  
3. SURVEY RESULTS 
3 . 1  S u r v e y  Response and D i s t r i b u t i o n  R a t e s  -
T a b l e  3.1 g i v e s  a summary o f  t h e  s u r v e y s  c a r r i e d  o u t  a t  t h e  
f i v e  s t o r e s .  The number o f  q u e s t i o n n a i r e s  d i s t r i b u t e d  was q u i t e  
s a t i s f a c t o r y  w i t h  93% o f  t h e  t a r g e t  f i g u r e  b e i n g  ach ieved.  I n  
a l l  1053 q u e s t i o n n a i r e s  were r e t u r n e d  g i v i n g  an a c c e p t a b l e  27.2% 
r e t u r n  r a t e  f o r  t h e  s u r v e y s  o v e r a l l .  The r e s p o n s e  be tween s t o r e s  
v a r i e d  f r o m  23.5% a t  S t o r e  3 u p  t o  30.7% a t  S t o r e  9. 
The maximum p a r k i n g  a c c u m u l a t i o n s  conformed,  i n  g e n e r a l  t o  
t h o s e  o b t a i n e d  t h e  p r e v i o u s  year  a t  t h e  s t o r e s ,  w i t h  t h e  w i d e s t  
disparity occurring at Store 8, where the size of the car-park 
had been increased. 
3.2 - The Returned Questionnaires 
Overall, the questionnaire (see Appendix 1) appeared to 
present little difficulty to respondents. The open-ended 
questions (Q's 10, 13a and 13b) were most frequently left uncom- 
pleted with, for example, 6.5% of respondents failing to complete 
question 10. 
The questions asking for respondents address (home and trip 
origin - Q.'s 3 and 22) were generally well completed. Most gave 
either a postcode or an address which permitted conversion to a 
postcode. (The percentages of respondents returning a postcode 
for trip origins (Q.3) were: 82.1% with a further 7.6% giving an 
address sufficient to enable a postcode (and hence a grid- 
reference) to be derived. Home postcodes (Q.22) were given by 
91.9% of respondents, with an additional 2.9% giving a 
sufficiently "usable" address.) All postcodes were converted to 
eight figure Ordnance Survey grid references. 
The attitudinal question (Q.14) was also completed very 
satisfactorily with only 4% of the questionnaires showing invalid 
or missing responses to individual items in the list given. 
3.3 Preliminary Analysis of -- the Returned Questionnaires 
After coding and inputting the data, various ''range" and 
"logic" checks were performed to check the internal consistency 
of variables within individual cases, (a "case" being a returned 
questionnaire). 
It should be noted that although the checking was extensive 
and that the "integrity" of the data can be assumed to be very 
good, a few minor errors are still present. However, these only 
apply to a few individual cases; examples are the shopper whose 
usual main food shopping day was  coded as  Sunday, and the use by 
one shopper of a (non-existent) free shopper bus to Store 8 (the 
operators of Store 8 do not-run a free shopper bus). 
3.3.1 P r o p o r t i o n  - o f  Respondents  a s  "Main" Shopper  
T a b l e  3.2 shows a  c r o s s - t a b u l a t i o n  o f  S t o r e  by Shopper Type 
f rom which i t  can  be  s e e n  t h a t  84.6% of  r e s p o n d e n t s  d e c l a r e d  
t h e m s e l v e s  t o  be  t h e i r  househo ld ' s  main food and g r o c e r y  shopper .  
Some 5 %  s t a t e d  t h a t  t h e y  w e r e  n o t  t h e  m a i n  s h o p p e r  and  10.4% o f  
r e s p o n d e n t s '  househo lds  had no main shopper  whatsoever .  
3.3.2 o r i g i n s  
T a b l e  3.3 i s  a  c r o s s - t a b u l a t i o n  o f  T r i p  O r i g i n  by Day o f  
Week.  The d i f f e r e n c e s  be tween d a y s  t o  n o t e  are: -  
(1) Work o r i g i n s  were  h i g h e s t  on F r i d a y s  w i t h  32.8% of a l l  
t r i p s  o r i g i n a t i n g  t h e r e .  S a t u r d a y  produced t h e  l e a s t  work 
o r i g i n s  a t  2.3%. 
(2) Home predomina ted  as t h e  o r i g i n  f o r  a l l  S t o r e  shopp ing  
t r i p s ,  a c c o u n t i n g  f o r  79.1% o f  o r i g i n s  ove r  a l 1 , t h r e e  
d i s t r i b u t i o n  days  and 95.4% o f  Sa tu rdays .  
(3 )  Other  o r i g i n s  were by compar ison much l e s s  f r e q u e n t ,  
be ing  o n l y  1.9% of t r i p s  o v e r a l l .  
3.3.3 Mode of  A r r i v a l  -- 
T a b l e  3.4 g i v e s  a summary c r o s s - t a b u l a t i o n  of  a r r i v a l  modes 
t o  each  o f  t h e  s t o r e s .  Car /van predominated  w i t h  83.7% of  a l l  
r e s p o n d e n t s  u s i n g  t h i s  mode. S t o r e  5  r e c o r d e d  t h e  l o w e s t  
i n c i d e n c e  o f  ca r -bo rne  s h o p p e r s  w i t h  50% wa lk ing ;  c o n v e r s e l y ,  
S t o r e  6 had n e a r l y  90% of  i ts s h o p p e r s  u s i n g  a  ca r / van  and o n l y  
5.5% w a l k e r s .  
Schedu led  bus u s e r s  were t h e  t h i r d  most  f r e q u e n t  o f  a l l  
v i s i t o r s  t o  t h e  s t o r e s  a t  3.2% o f  s h o p p e r s  o v e r a l l .  Shopper  
b u s e s ,  o p e r a t i n g  a t  S t o r e s  6 and 9 accoun ted  f o r  less t h a n  1% of 
a l l  shoppers .  (The shopper  b u s  a t  S t o r e  8  is e r r o n e o u s ) .  Other  
modes c o n t r i b u t e d  less t h a n  0.9% o v e r a l l .  
3.3.4 F requency  - of Household V i s i t s  S t o r e  
T a b l e  3.5 shows t h e  r e s o r t e d  f r e q u e n c i e s  o f  v i s i t  t o  e a c h  of 
t h e  su rveyed  s t o r e s .  The most common f r e q u e n c y  was "once a  w e e k "  
(57.1% of  househo lds  o v e r a l l )  a l t h o u g h  t h i s  was t h e  c a s e  f o r  o n l y  
37.3% of  S t o r e  5 s h o p p e r ' s  househo lds :  t h e  tendency  a t  S t o r e  5 
be ing  f o r  more f r e q u e n t  v i s i t s  w i t h  n e a r l y  21% shopp ing  t h e r e  "3 
o r  more times a week". A t  t h e  o t h e r  s t o r e s ,  t h e  i n d i v i d u a l  
shopp ing  t r i p  f r e q u e n c i e s  conformed more c l o s e l y  t o  t h e  o v e r a l l  
d i s t r i b u t i o n .  
3.3.5 P r o p o r t i o n  "Main" S t o r e  Shoppers  
Tab le  3.6 shows t h a t  n e a r l y  81% o f  a l l  r e s p o n d e n t s  c o n s i -  
de red  t h e  s t o r e  a t  which t h e y  r e c e i v e d  t h e i r  q u e s t i o n n a i r e s  t o  be 
t h e i r  ''Main" s t o r e  f o r  food and g r o c e r y  shopping.  I t  can  a l s o  be 
s e e n  t h a t  t h e r e  was remarkab ly  l i t t l e  v a r i a t i o n  between t h e  
s t o r e s  - t h e  range  be ing  77.2% i o r  S t o r e  3  t o  83.9% a t  S t o r e  6 .  
3.3.6 Shoppinq P a r t y  S i z e  -
Tab le  3.7 shows t h a t  two p e r s o n s  was t h e  most common p a r t y  
s i z e  w i t h  40.8% of  a l l  shopp ing  p a r t i e s  t h i s  s i z e .  The mean 
p a r t y  s i z e  based on t h e  f i g u r e s  r e t u r n e d  was 2.03; however,  i t  is 
c l e a r  on i n s p e c t i o n  o f  t h e  t a b l e  t h a t  some r e s p o n d e n t s  c o n s i d e r e d  
t h e i r  p a r t y  s i z e  t o  have compr i sed  n i l  p e r s o n s  ( t h a t  i s  t h e y  
exc luded t h e m s e l v e s  and t h i s  may be t h e  c a s e  f o r  t h e  o t h e r  p a r t y  
s i z e s  a l s o ) .  Assuming t h i s  e r r o r  t o  be  un i fo rm a c r o s s  a l l  t h e  
s t a t e d  p a r t y  s i z e s  t h e  mean becomes 2.05. 
3.3.7 Number - of  C h i l d r e n  under  - 5 y e a r s  i n  t h e  Shopp ing  P a r t y  --
Q u e s t i o n  1 6 ,  w h i c h  a s k e d  f o r  t h e  number o f  c h i l d r e n  u n d e r  5  
y e a r s  of age ,  was i n c l u d e d  t o  see whether  t h e i r  p r e s e n c e  
i n f l u e n c e d  t h e  day  of  week on which shopp ing  was under taken.  
Some d i f f e r e n c e s  were  a p p a r e n t  be tween s u r v e y  d a y s  w i t h  22% of 
shopp ing  p a r t i e s  on F r i d a y ' s  c o m p r i s i n g  a t  l e a s t  one  c h i l d  i n  
t h i s  age  g roup  compared w i t h  16.4% on S a t u r d a y s ,  and o n l y  4.8% on 
Tuesdays.  
3.3.8 Household Composi t ion 
The m o s t  common number o f  a d u l t s  o v e r  1 6  y e a r s  w a s  2  p e r  
househo ld  (63% o f  househo lds ,  mean 2.31). The mean number o f  
c h i l d r e n  p e r  h o u s e h o l d ,  b e & e e n t h e  a g e s  o f  5 a n d  1 6 y e a r s  w a s  
0.62 w i t h  63.4% of  househo lds  w i t h o u t  c h i l d r e n  i n  t h i s  age  group. 
The mean number o f  c h i l d r e n  under  5  y e a r s  was 0.25 w i t h  80.8% of 
househo lds  w i t h o u t  c h i l d r e n  i n  t h i s  age  group.  
3.3.9 Number - of  Cars/Vans owned per Household 
T a b l e  3.8 shows t h a t  n e a r l y  83% of  h o u s e h o l d s  owned a t  l e a s t  
one car /van;  ( t h i s  p e r c e n t a g e  i s  v e r y  c l o s e  t o  t h e  f i g u r e  f o r  t h e  
p r o p o r t i o n  o f  s h o p p e r s  u s i n g  ca r / van  f o r  t h e  t r i p  t o  s t o r e ;  s e e  
3.3.2). Mean c a r  o w n e r s h i p  was 1.1 per  househo ld  which may be 
compared w i t h  t h e  c o u n t y  (West Y o r k s h i r e ' s )  a v e r a g e  o f  0.66 c a r s  
p e r  househo ld  i n  1981. 
S h o p p e r s  a t  S t o r e  5 had by f a r  t h e  l o w e s t  car  o w n e r s h i p  w i t h  
47.6% o f  r e s p o n d e n t s '  househo lds  w i t h o u t  a  c a r ;  n e v e r t h e l e s s ,  t h e  
mean c a r  o w n e r s h i p  r a t e  (0.6 c a r s  p e r  househo ld)  f o r  s h o p p e r s  a t  
S t o r e  5 i s  d o u b l e  t h e  r a t e  f o r  t h e  Ward i n  w h i c h  t h e  S t o r e  was 
l o c a t e d  and r e f l e c t s  t h e  d e g r e e  t o  which s u c h  s t o r e s  a r e  r e l i a n t  
upon p a t r o n a g e  by c a r  owning househo lds .  
3.3.10 Number - of  Company -- C a r s  p e r  Household 
P r e d i c t a b l y ,  t h e  g r e a t e r  p r o p o r t i o n  of  s h o p p e r ' s  d i d  n o t  
have a c c e s s  t o  a  company c a r ,  w i t h  o n l y  14.2% of  househo lds  
p o s s e s s i n g  one o r  more. S t o r e  5 ' s  s h o p p e r s  r e t u r n e d  t h e  l e a s t  
househo lds  w i t h  company c a r s  - o n l y  11.1%. The o t h e r  s t o r e ' s  
shopper  househo lds  had s i m i l a r  company c a r  o w n e r s h i p  f i g u r e s .  
3.3.11 Number o f  Car L i cence  H o l d e r s  per Household --
The mean number o f  c a r  l i c e n c e  h o l d e r s  p e r  househo ld  was 1.6 
- n e a r l y  5 0 %  g r e a t e r  t h a n  t h e  c a r  o w n e r s h i p  r a t e  a s  g i v e n  i n  
3.3.9 above .  
3.3.12 R e f r i g e r a t e d  Home S t o r a g e  
S t o r e  5 ' s  s h o p p e r s  had t h e  l e a s t  s e p a r a t e  f r e e z e r s  and t h e  
h i g h e s t  p e r c e n t a g e  o f  h o u s e h o l d s  w i t h o u t  r e f r i g e r a t e d  s t o r a g e  - 
13.4% o f  househo lds  w i t h o u t  any fo rm o f  r e f r i g e r a t i o n  compared 
w i t h  1.7% o v e r  a l l  stores. 
3.3.13 Choice - of Shopping Day 
Here, as elsewhere in the report, "day of week" (see Table 
3.9) refers to the day on which the questionnaire was distributed 
which is not necessarily the same as the "Usual Main food shop- 
ping day" as given by respondents to question 9. Up to two usual 
main food shopping days were coded (some shoppers ticking more 
than one box for Q.9); where more than two days were given the 
response was coded as "No ~airi Shopping day" (see Coding Manual 
in Appendix 2). 
Table 3.9 is a cross-tabulation of "Usual Main food shopping 
day" (where only one day was given) by day of week. The Table 
shows that 54.2% of households received their questionnaire on 
the same day they usually do their main food shopping. 
Of Tuesdays shoppers only 35.2% considered that day to be 
their usual shopping day compared with 69.2% of Friday's shoppers 
and 49.3% of Saturday's. 
Of those who gave two "usual main food shopping days" (6.4% 
of shoppers), it can be seen from Table 3.10 that nearly 82% of 
those who gave Tuesday as one of their usual days a lsogave a 
week-end (ie Friday or Saturday) day as their other usual day. 
(It should be noted that the "first" usual day is only first in a 
chronological sense and does not necessarily denote first 
choice). 
3.3.14 Reasons for Shopping Day Choice 
Up to two reasons were coded for the open-ended question 
(Q.10) which asked respondents for the reasons which most 
frequently affected or influenced their household's choice of day 
for their main food and grocery shopping day. 
Table 3.11 shows, for respondents who gave one reason and 
one day only, a cross-tabulation of reasons by "Usual Main 
Shopping day". On inspection, the column percentages reveal 
insights underlying shopper behaviour; for example of those who 
preferred to shop on Fridays 31.3% did so because that day was 
-. . 
also pay day or had some other money-related connection. Time 
- 
c o n s t r a i n t s  (27.6%) and t h e  need t o  r e p l e n i s h  n e a r  t h e  week-end 
(23.3%) were t h e  n e x t  most i m p o r t a n t  r e a s o n s  f o r  F r i d a y  shoppers .  
For S a t u r d a y ' s  s h o p p e r s  t i m e  a v a i l a b i l i t y ,  o r  t h e  f a c t  t h a t  
t h a t  was a  day  o f f  work, was t h e  most  i m p o r t a n t  r e a s o n  a c c o u n t i n g  
f o r  64.1% of  a l l  who p r e f e r r e d  t o  shop  on t h a t  day. Pe rson  and 
c a r  a v a i l a b i l i t y  were  n e x t  most  i m p o r t a n t  a t  10.4% and 9.9% 
r e s p e c t i v e l y  o f  a l l  r e a s o n s  g i v e n  by S a t u r d a y ' s  shoppers .  
The p r o s p e c t  o f  a q u i e t  s t o r e  f i g u r e d  h i g h l y  f o r  59.7% of 
t h o s e  who p r e f e r r e d  t o  s h o p  on Tuesdays and 45.2% of  Wednesday's 
shoppers ,  r e v e a l i n g  p e r h a p s  t h e  w i l l i n g n e s s  o f  t h o s e  n o t  
o t h e r w i s e  c o n s t r a i n e d  t o  " d i v e r t "  t o  a n o t h e r  d a y  i n  t h e  week i n  
o r d e r  t h a t  t h e y  m i g h t  e n j o y  t h e i r  chosen  s t o r e ' s  p a r t i c u l a r  
a t t r i b u t e s .  
Over a l l  s t o r e s  and a l l  d a y s ,  t i m e  a v a i l a b i l i t y ,  ( i n c l u d i n g  
" r e g u l a r  day" o r  " p a r t  day  o f f "  - s e e  cod ing  manual i n  Appendix 
2)  w a s  t h e  m o s t  common r e a s o n g i v e n b y  t h o s e  w h o g a v e o n e  r e a s o n  
and one u s u a l  shopp ing  d a y  o n l y  - b e i n g  g i v e n  by 35.9%. Money- 
r e l a t e d  f a c t o r s  accoun ted  f o r  19.1% of  r e a s o n s  and t h i r d  o v e r a l l  
was t h e  need t o  r e p l e n i s h  a t  13.5%. T r a n s p o r t  ( m a i n l y  i n  t h e  
form of p r i v a t e  c a r )  a v a i l a b i l i t y  was a  f a c t o r  i n  o n l y  4.6% of  
c a s e s .  
Tab le  3.12 is a c r o s s - t a b u l a t i o n  of  f i r s t  r e a s o n  by second 
r e a s o n  f o r  t h e  216 (23.2%) r e s p o n d e n t s  who gave two reasons .  
I t  c a n  b e  s e e n  t h a t  t h e  b e s t  c o r r e l a t e d  r e a s o n s  a r e  4  w i t h  5  
(Person a v a i l a b i l i t y  w i t h  c a r  a v a i l a b i l i t y ) ,  and 3  w i t h  7  ( t ime 
a v a i l a b i l i t y  w i t h  q u i e t  s t o r e ) .  
When a l l  s h o p p e r s  who g a v e  r e a s o n s  a r e  combined, t i m e  
a v a i l a b i l i t y  was pre -eminen t  a t  39.2% f o l l o w e d  by money- re la ted  
f a c t o r s  (20.2%) and t h e  need t o  r e p l e n i s h  (17.9%). Car a v a i l a b i -  
l i t y  was c i t e d  by 7.1% o f  combined s h o p p e r s  and shows, (when 
compared w i t h  t h e  lower p e r c e n t a g e  r e t u r n e d  by t h e  " s i n g l e  
reason"  s h o p p e r s  above) ,  t h a t  l a c k  of a  c a r  d i d  n o t  i n  i t s e l f  
p r e c l u d e  shopping t r i p s ;  r a t h e r ,  it was non-car a v a i l a b i l i t y  
a l l i e d  t o  o t h e r  f a c t o r s  which o f t e n  d i c t a t e d  whether  a shopp ing  - .  
t r i p  was t o  be made on  a p a r t i c u l a r  day. 
3.3.15 Reasons f o r  -- Not Shopp ing  a t  Main S t o r e  
I n  S e c t i o n  3.3.5 it was s e e n  t h a t  less t h a n  20% o f  respond- 
e n t s  were n o t  a t  t h e i r  main food  and g r o c e r y  s t o r e ;  o f  t h e s e :  
15.9% s t a t e d  t h a t  t h e y  d i d  n o t  have a  "main" s t o r e  - amount ing t o  
l e s s  t h a n  3.2% o f  s h o p p e r s  o v e r a l l .  
A s  w i t h " m a i n " s h o p p i n g d a y  r e a s o n ,  up  t o  t w o  r e a s o n s  w e r e  
coded b u t  o f  t h o s e  g i v i n g  j u s t  one,  "conven ience"  was t h e  most  
common (26.5%) as shown i n  T a b l e  3.13. T h i s  was f o l l o w e d  by t h e  
need t o  pu rchase  goods which were  u n a v a i l a b l e  a t  t h e i r  main 
c h o i c e  s t o r e .  
S i n c e  o n l y  1 8  r e s p o n d e n t s  g a v e  a  second r e a s o n  f o r  n o t  
shopping a t  t h e i r  main s t o r e  a c r o s s - t a b u l a t i o n  of  f i r s t  r e a s o n  
by second is n o t  g i v e n  - t h e  s m a l l  samp le  s i z e  p r o h i b i t i n g  any 
use£ u l  i n f e r e n c e s  b e i n g  drawn. 
3.3.16 Time and Money E x p e n d i t u r e s  --
T a b l e  3.14 g i v e s  a g g r e g a t e  s t a t i s t i c s  r e l a t i n g  t o  time and 
money e x p e n d i t u r e s  a t  e a c h  s t o r e .  V a l u e s  i n  e x c e s s  o f  99 g i v e n  
i n  r e s p o n s e  t o  Q.'s 4, 7 a n d  8 w e r e  c o d e d  a s  "99 "  h e n c e  t h e  means 
g i v e n  a r e  n o t  s t r i c t l y  c o r r e c t  a l t h o u g h  s i n c e  t h i s  v a l u e  was 
exceeded i n  o n l y  3  cases t h e  means a r e  n o t  s i g n i f i c a n t l y  
d i f f e r e n t .  ( i ndeed  where  t h e  maximum v a l u e s  do  n o t  exceed 99 t h e  
means a r e  of  c o u r s e  t r u e  means). 
From T a b l e  3.14, which a p p l i e s  t o , a l l  s h o p p e r s  and is 
a g g r e g a t e d  o v e r  a l l  t r a v e l  modes ,  i t  c a n b e  s e e n t h a t  mean 
p e r c e i v e d  t r i p  times are s i m i l a r  f o r  each  s t o r e  a t  a b o u t  10.5 
m i n u t e s  w h i l s t  t h e  p e r c e i v e d  " i n  s t o r e "  mean times d i s p l a y  
g r e a t e r  v a r i a t i o n ,  from 26.4 m i n u t e s  a t  t h e  s m a l l e s t  s t o r e  - 
S t o r e  5  - t o  49.1 m i n u t e s  a t  t h e  l a r g e s t  - S t o r e  6. The median 
times s p e n t  i n  each  s tore  were 30, 23, 45,  35 and 35 m i n u t e s  a t  
S t o r e ' s  3,  5, 6, 8 a n d  9  r e s p e c t i v e l y .  
F i g u r e  3.1 s h o w s  i n - g r a p h i c a l  f o r m ,  t h e  mean t r i p  t imes t o  
s t o r e s  by t h e  f o u r  most common t r a v e l  modes used ,  and shows t h a t  
on ave rage ,  p e r c e i v e d  bus ( schedu led  and shopper )  times exceeded 
t h o s e  f o r  b o t h  c a r  and walk;  t h i s  i s  p o s s i b l y  a  r e f l e c t i o n  of  
t h e  enhanced d i s u t i l i t y  a t t r i b u t a b l e  t o  p e r c e i v e d  w a i t i n g  times 
commonly a s s o c i a t e d  w i t h  bus  t r a n s p o r t a t i o n .  
F i g u r e  3.2 g i v e s  a  d i s t r i b u t i o n  of  t r i p  t i m e s  t o  a l l  s t o r e s  
w i t h  v e r t i c a l  b a r s  sub -d i v ided  t o  show t h e  v a r i a t i o n  i n  modal 
s p l i t  w i t h  t r i p  t ime. I t  c a n  b e  s e e n  t h a t  t i m e s  a r e  c o n c e n t r a t e d  
f o r  a l l  modes up  t o  1 0  m i n u t e s ,  f o l l o w e d  t h e r e a f t e r  by  a  r a p i d  
"decay"  i n  r e p o r t e d  t imes f o r  c a r  and  w a l k  modes,  w i t h  a  less 
r a p i d  f a l l - o f f  i n  bus  u s e r ' s  t i m e s .  Median t r i p  t i m e s  t o  s t o r e s  
were 10,  20, 20 and 10  m i n u t e s  f o r  c a r ,  schedu led  bus ,  shopper  
bus and walk modes r e s p e c t i v e l y .  
F i g u r e  3.3 is a  p l o t  o f  r e p o r t e d  t r i p  t ime a g a i n s t  "crow- 
f l y "  (ie. s t r a i g h t  l i n e )  d i s t a n c e  ( t r i p - o r i g i n  t o  s t o r e )  f o r  a l l  
s h o p p e r s  o v e r  t h e  r a n g e  o f  d i s t a n c e s  encoun te red ,  and shows t h e  
mean l i n e a r  r e g r e s s i o n  l i n e s  f o r  each  mode. I t  c a n  be  s e e n  t h a t  
t h e  c a r  w a s . p e r c e i v e d  t o  b e  by f a r  t h e  q u i c k e s t  mode t o  t h e  
s t o r e s ,  b e i n g  on a v e r a g e  some 2.6 t i m e s  q u i c k e r  t h a n  shopper  bus,  
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3.2 times q u i c k e r  t h a n  schedu led  bus b u t  o n l y  4.5 'rimes q u i c k e r  
A , s 
t h a n  walk ing.  
Mean monetary  e x p e n d i t u r e s  were  v e r y  c l o s e  f o r  S t o r e ' s  3,  8  
and 9  a t  a b o u t  £19.50 p e r  shopp ing  t r i p  - a  v a l u e  w i t h i n  t h e  
range  £23.50 a t  S t o r e  6  t o  S t o r e  5 ' s  low o f  £12.70- Median money 
e x p e n d i t u r e s  were  r e s p e c t i v e l y ,  ( E ' s )  19,  11, 21, 1 9  and 17 a t  
S t o r e ' s  3,  5, 6 ,  8 a n d  9. ( I t  i s  o f  i n t e r e s t  t o  n o t e  t h a t  t h e  
a v e r a g e  weekly  e x p e n d i t u r e  on food items f o r  househo ld ' s  i n  
M e t r o p o l i t a n  a r e a s  i n  1981 was ~ 2 6 . 7 1 ~ ) .  F i g u r e  3.4 is a  ba r  
c h a r t  showing mean e x p e n d i t u r e s  by mode and shows t h a t  w h i l s t  c a r  
and schedu led  bus u s e r s  s p e n t ,  on  ave rage ,  a b o u t  t h e  same, t h e  
mean e x p e n d i t u r e  f o r  w a l k e r s  was o n l y  a b o u t  52% of  t h e  mean f o r  
car -borne shoppers .  
3.3.17 Trip D i s t a n c e  - t o S t o r e s  
The p o s t c o d e s  g i v e n  by r e s p o n d e n t s  f o r  t h e i r  t r i p  o r i g i n s  
were c o n v e r t e d  t o  O.S. g r i d - r e f e r e n c e s  f rom which t h e  "crow-f ly"  
(ie. s t r a i g h t  l i n e )  d i s t a n c e s :  o r i g i n  t o  s t o r e  and s t o r e  t o  home 
were derived. Only t r ip -ends  w i t h i n  t h e  s tudy  a r e a  (West 
Yorkshire) were g r i d  re fe renced,  bu t  a s  t h i s  r e p r e s e n t s  more than 
99.5% of a l l  respondents,  t hose  excluded do  not  s e r i o u s l y  a f f e c t  
t h e  r e s u l t s .  The a n a l y s i s  of d i s t a n c e  a l s o  excluded those  shop- 
p e r s  n o t  a t  t h e i r  main s t o r e s  s i n c e  i t  was c o n s i d e r e d  t h a t  t h e  
e x t e n t  of a  s t o r e ' s  " t r u e "  catchment a r e a  would be b e s t  represen- 
ted  by its "main" shoppers. Hence on ly  those  respondents who 
dec la red  t h e  s t o r e  a t  which they  rece ived t h e i r  ques t i onna i res  t o  
be t h e i r  "main" s t o r e  have been included i n  t h e  d a t a  s e t  f o r  t h i s  
p a r t i c u l a r  a n a l y s i s ,  (ie.80.98 of a l l  respondents).  
Table 3.15 g i v e s  mean crow- f ly  d i s t a n c e s  t o  s t o r e s  from t r i p  
o r i g i n s  fo r .  a l l  "main" s t o r e  shoppers ( ie .  shoppers who were a t  
t h e i r  main cho ice  s t o r e ) .  The mean f o r  S t o r e  5  r e f l e c t s  t h e  
s h o r t e r  d i s t a n c e s  t r a v e l l e d  t o  t h a t  s t o r e  compared w i th  t h e  o the r  
surveyed s t o r e s  - t h e  range of means over t h e  s t o r e s  being l e s s  
than 1.2km a t  S t o r e  5, up t o  2.9km a t  S t o r e  3, w i t h  t h e  o v e r a l l  
mean being 2.5km. Median crow-f ly d i s t a n c e s  were 2.1, 0.8, 
2.5, 1.9 and 1.6km a t  S t o r e ' s  3, 5, 6,  8 and 9  r e s p e c t i v e l y .  
Table 3.16 shows t h e  mean crow-f ly d i s t a n c e s  by mode w i th  
walk g iv ing  t h e  s h o r t e s t  mean d i s t a n c e  a t  0.6km ( t h e  l onges t  
crow-f ly d i s t a n c e  f o r  walk was 2.Okm). The mean d i s t a n c e  by ca r  
was 2.8km and t h e  g r e a t e s t  o r i g i n - s t o r e  d i s t a n c e  by t h i s  mode 
from w i t h i n  t h e  s tudy  a r e a  was 23.2km. 
3.3.18 S t o r e  t o  Home D is tances  -- 
As wi th  Or ig in  t o  S t o r e  d i s t a n c e s  above o n l y  "main* store 
s h o p p e r s  were i n c l u d e d  i n  t h e d a t a  s e t  f o r  t h e  a n a l y s i s  o f  
d i s t a n c e  from S t o r e  t o  home. Hence, Table  3.17 g i v e s  t h e  mean 
crow-f ly d i s t a n c e s  from S t o r e  t o  home f o r  "main" s t o r e  shoppers 
a t  each s to re .  Again, S t o r e  5 had t h e  s h o r t e s t  mean (l.Okm), 
w i t h  t h e  l a r g e s t  mean (2.9km) a t  S t o r e  6. Mean Store-home crow- 
f l y  d i s t a n c e  was s l i g h t l y  less than  Or ig in-Store d i s t a n c e  a t  
2.4km. Median d i s t a n c e s  we-re 1.9, 0.7, 2.5, 2.1 and 1.6.km 
a t  S t o r e ' s  3, 5, 6, 8  and 9 r e s p e c t i v e l y .  
F igures  3.5 t o  3.9 g i v e  Store-home d i s t r i b u t i o n s  f o r  each 
s t o r e  i n  t u rn ,  t oge the r  w i th  sub-d iv is ions showing t h e  v a r i a t i o n  
i n  a r r i v a l  mode w i t h  d i s t a n c e  from s t o r e ;  they  c l e a r l y  show t h e  
concent ra t ion  of wa lkers  over d i s t a n c e s  l e s s  than  about 2km and a 
preference f o r  bus modes f o r  d i s t a n c e s  i n  excess of l k m  where 
(presumably) no p r i v a t e  c a r  was ava i l ab le .  
The e f f e c t  of Store-Home d i s t a n c e  on f requency of v i s i t  t o  
s t o r e s  is shown i n  F igures  3.10 t o  3.14 which reproduce the  
preceding d i s t r i b u t i o n s  except ,  i n  t h i s  ins tance ,  t h e  sub-divi- 
s i o n s  a r e  according t o  f requency of v i s i t .  They show t h a t  very  
f r e q u e n t  t r i p s  t o  s t o r e s  ( 3  o r  more t i m e s  p e r  week) were 
genera l l y  conf ined t o  t h e  s h o r t e r  d i s t a n c e s  and t h i s  can be seen 
t o  be e s p e c i a l l y  marked f o r  S t o r e ' s  3  and 5 ( t h e s e  s t o r e s  were 
i n  r e l a t i v e l y  c l o s e  p rox imi ty  t o  each o the r  a t  about 1.3km 
a p a r t ,  and t h i s  may be a f a c t o r  a f f e c t i n g  t h e  f requency of v i s i t  
and t h e  d i s t a n c e s  t r a v e l l e d  t o  these  s t o r e s ) .  
3.3.19 Parking D i f f i c u l t i e s  a t  -- t h e  S t o r e s  
Ques t ion  6b on t h e  q u e s t i o n n a i r e  was designed t o  e l i c i t  
in format ion on park ing problems, both common and pecu l i a r  t o ,  
each of t h e  surveyed s t o r e s .  The ques t i on  asked a l l  respondents 
who t r a v e l l e d  t o  t h e  s t o r e  by c a r / v a n  t o  t i c k  boxes  n e x t  t o  t h e  
fo l lowing s ta temen ts  i f  they  exper ienced d i f f i c u l t i e s  i n  park ing 
a t  t h e  s t o r e ;  t h e  s t a t e m e n t s  were:- 
(a) No ~ i f f i c u l t y  
(b )  Vehic les bad ly  parked 
( c )  D i f f i c u l t  t o  f i n d  any spaces  
(d )  No empty spaces  near s t o r e  en t rance  
(e) Any o the r  d i f f i c u l t y ?  (P lease  Spec i fy ) .  . . . . . 
Respondents cou ld  t i c k  more t han  one box i f  necessary. It 
was surmised t h a t  t h e  v a r i o u s  car-park layouts ,  des ign  park ing 
i n d i c e s  and d i f f e r i n g  park ing  demands a t  t h e  stores might ve ry  
well  be r e f l e c t e d  i n  t h e  f requency of a f f i r m a t i o n  w i th  t h e  above - 
s t a t e m e n t s  a t  each of t h e  stores. R e s u l t s  of a  p re l im ina ry  
b 
a n a l y s i s  d i d  indeed conf i rm t h i s  hypothes is  a s  can be seen from 
F i g u r e s  3.15 t o  3.17 
The F igures,  (which a r e  bar c h a r t s ) ,  show t h e  frequency of 
a f f i r m a t i o n  w i th  a p a r t i c u l a r  s ta temen t  (ie. t i c k e d ) ,  and t h e  
frequency of negat ion ( ie .  l e f t  un t i cked) ,  grouped by s t o r e  w i th  
t h e  v e r t i c a l  b a r s  sub-divided t o  show t h e  s p l i t s  between days. 
A f f i rmat ions  a r e  represented by "1" and negat ions  by "0". The 
s i z e s  of t h e  b a r s  a t  i nd i v idua l  s t o r e s  a l l ow  t h e  s e v e r i t y  (or  
o therwise)  of problems a t  t h e  s t o r e s  t o  be gauged, ( t h e  s i z e s  of 
b a r s  a t  i nd i v idua l  s t o r e s  s imply  r e f l e c t s  t h e  r e l a t i v e  numbers of 
car8s/van 's  which v i s i t e d  them). 
To d e r i v e  t h e  percentages g iven i n  t h e  remainder of t h i s  
s e c t i o n  below, i t  is impor tan t  t o  remember t h a t  t h e  sum of t h e  
"1" and "0" ba rs  a t  an i nd i v idua l  s t o r e  r e p r e s e n t s  100% of t h e  
car-borne shoppers a t  t h a t  s t o r e ,  t h u s  t h e  percentage which 
e i t h e r  a "1" o r  " O n  bar r e p r e s e n t s  a t  a p a r t i c u l a r  s t o r e  is found 
by d i v id ing  t h e  he igh t  of t h a t  bar  by t h e  combined h e i g h t s  of "1" 
and "0" b a r s  f o r  t h e  s t o r e  i n  quest ion.  For example, t h e  percen- 
tage  of car-borne shoppers who exper ienced "No d i f f i c u l t y "  on 
Fr iday a t  S t o r e  3 was (from Figure 3.15) equal  to:- 
(12.0-3.3)/( (12.0-3.3)+ (1.3-0.1)) x 100 = 88% 
ie .  88% of shoppers who went by ca r  t o  S t o r e  3 on Fr iday 
exper ienced "No d i f f i c u l t y "  i n  park ing a t  t h e  s t o r e .  
F igure 3.15 shows t h e  frequency w i th  which "No d i f f i c u l t y "  
was a f f i rmed  ("1") o r  negated ( "On) .  I t  c l e a r l y  shows t h a t  
park ing d i f f i c u l t i e s  were wors t  a t  S t o r e  6 - t h e  s t o r e  had an 
i r r e g u l a r ,  e longated and s lop ing  s i t e .  Fr iday a t  t h i s  s t o r e  was 
t h e  most a c u t e d a y  f o r  p r o b l e m s  w i t h  36% of  c a r  u s e r s c t i c k i n g  
t h e  box nex t  t o  t h e  aforement ioned s ta tement ;  Fr iday was a l s o  t h e  
survey day on which t h e  maximum parking accumulat ion was recorded 
a t  t h i s  s t o r e .  
On Tuesday's, when veh icu la r  a c t i v i t y  was lower ,  a much 
h igher  percentage a f f i rmed  "No d i f f i c u l t y n  - on ly  S t o r e  8 had 
less than 90% exper ienc ing no d i f f i c u l t y .  S t o r e  5 scored 100% 
over a l l  t h r e e  survey days f o r  t h i s  s ta tement ,  r e f l e c t i n g  t h e  
e a s e  w i t h  which c a r - u s e r s c a n  p a r k  a t  t h e  s t o r e d u e  t o  under-  
u t i l i s a t i o n  of i ts  car-park (smal l  though it is). 
Figure 3.16 shows t h e  frequency of response t o  t h e  
s ta tement :  "No empty spaces  near t h e  s t o r e  entrance";  again  t h e  
1's and 0's denote f requency of a f f i r m a t i o n  and negat ion 
respec t ive ly .  The r e l a t i v e  s i z e s  of t h e  1 and 0 b a r s  show t h a t  
S t o r e  8  recorded t h e  h ighes t  number of a f f i r m a t i o n s  w i th  20.9% of 
car-borne shoppers over t he  t h r e e  survey days t i c k i n g  t h e  box. 
Respondents a l s o  re tu rned  a high frequency of a f f i r m a t i o n  t o  t h e  
s ta tement  on t h e  Tuesday survey a t  S t o r e  8  - t h i s  a  consequence 
of an i n s u f f i c i e n t l y  s m a l l  number of car-park ing spaces  
immediately o u t s i d e  t h e  en t rances  t o  t h e  s to re .  
Figure 3.17 d e p i c t s  t h e  f requency of a f f i r m a t i o n  ("1") or  
negat ion ("0") t o  t h e  s ta temen t  " D i f f i c u l t  t o  f i n d  any spaces". 
S t o r e  6  c a n b e  s e e n t o  have  f a r e d  w o r s t  f o r  t h i s  s t a t e m e n t  w i t h  
9.9% of car -users  t i c k i n g  t h e  box i n  a f f i r m a t i o n ;  S t o r e  8  was t h e  
next  wors t  w i th  9.0%. Of t h e  days of t h e  week: F r iday  a t  S t o r e  6  
incurred the  h ighes t  f requency of a f f i r m a t i o n s  w i t h  16.0% of ca r  
u s e r s  on t h a t  day, compared w i t h  on ly  8.2% f o r  Saturday - again,  
a r e f l e c t i o n  of t h e  h igher  park ing demand on t h e  former day. A t  
S t o r e  8, where t h e  park ing demand was more uniform over both 
week-end days (Fr iday and Saturday) ,  t h e  " s p l i t "  was a more even 
12.0% t o  8.4%, r e f l e c t i n g  aga in  a  d i s t i n c t  s e n s i t i v i t y  on t h e  
p a r t  of f requency of a f f i r m a t i o n  t o  t h e  l e v e l  of park ing demand. 
However, accumulat ion a lone  d i d  not  appear t o  exp la in  f u l l y  
t h e  degree t o  which perce ived park ing problems were reported.  
For example, a t  S t o r e  9  where t h e  h ighes t  percentage park ing 
occupancy was recorded (79.2% : obta ined by d i v i d i n g  t h e  maximum 
number of parked v e h i c l e s  a t  S t o r e  9  - ie .  198 veh ic les . f rom 
Table 3.1, by the  S to re ' s  c a r  park capac i t y  o f  250 spaces  a s  
g iven  i n  Table 2.1) o n l y  18.1% o f  car-borne shoppers negated t h e  
"No d i f f i c u l t y  park ingW compared t o  a  36% negat ion  a t  S t o r e  6  
where a lower maximum occupancy (76.1%) obtained.  The newer 
s t o r e -  S t o r e  9 - had a m u c h b e t t e i  c a r - p a r k  l a y o u t o n a n e s s e n -  
t i a l l y  f l a t  s i t e ,  whereas S-&ore 6's car-park was o f  i r r e g u l a r  
plan-form on an app rec iab l y  s lop ing  (approx. 6% t o  8% s lope)  
site. Clear ly ,  i t  may be  concluded t h e r e f o r e ,  t h a t  o t h e r  f a c t o r s  
a p a r t  from car-park s i z e  and occupancy a f f e c t  t h e  e a s e  w i t h  which 
v e h i c l e s  can park and c i r c u l a t e  w i th in  t h e  park ing area.  
Problems assoc ia ted  w i th  v e h i c l e s  being badly parked 
(usua l l y  a t  t imes  o f  ext remely  high park ing demand) were not  so  
widely repor ted,  a s  evidenced by t h e  comparat ive ly  lower number 
of a f f i r m a t i o n s  t o  t h e  s ta tement :  "Vehic les badly  parked". S t o r e  
6 recorded the  h ighes t  f requency a t  5.8% over a l l  t h r e e  survey 
days. 
"Other d i f f i c u l t i e s "  was a f f i rmed most a t  S t o r e  5 wi th  6.5% 
of car -users  spec i f y ing  some o t h e r  d i f f i c u l t y .  However, because 
of t he  sma l l  sample s i z e  t h i s  number is probably mis leading.  I n  
genera l  "Other d i f f i c u l t i e s "  commonly involved such problems a s  
t h e  obs t ruc t i on  o r  use of d i sab led  persons park ing spaces  by 
v e h i c l e s  belonging t o  t h e  able-bodied. 
3 . 3 . 2 0  Importance S c a l e  Values 
Ques t ion  (Q.14) on t h e  ques t i onna i re  was designed t o  e l i c i t  
in format ion on shopper's a t t i t u d e s  w i th  regard t o  t h e i r  cho ice  of 
s t o r e  f o r  food and grocery  shopping. The ques t i on  employed a 
technique developed by Osgood, Suc i  and ~ a n n e n b a u m ~  known a s  t h e  
"Semantic D i f f e r e n t i a l "  and, i n  t h i s  study,  i n d i v i d u a l ' s  were 
asked t o  a l l o c a t e  a number f rom 1 t o  5, t o  i n d i c a t e  t h e  
importance they ass igned t o  p a r t i c u l a r  i t ems  when choosing a 
s t o r e .  The l i s t  of  i t e m s  was composed o f  a t t r i b u t e  s o f t  he goods 
t o  be bought, s t o r e  a t t r i b u t e s ,  and a t t r i b u t e s  of t h e  t r a n s p o r t  
system assoc ia ted  w i th  a s t o r e ,  (see  ques t i onna i re  i n  Appendix 
1) - 
For t h e  p re l im ina ry  a n a l y s i s  presented here ,  t h e  s c o r e s  
re tu rned by i nd i v idua l  respondents were aggregated by s t o r e ,  day 
of week and mode t o  a l l ow  u n i v a r i a t e  s t a t i s t i c a l  techn iques  t o  be 
appl ied.  
F igure 3.18 shows t h e  mean importance s c a l e  v a l u e s  f o r  t h e  
d a t a  aggregated by s t o r e  and shows t h a t  t h e  magnitude o f  t h e  mean 
f o r  a p a r t i c u l a r  i t em was r e f l e c t i v e ,  n o t  on l y  o f  t h e  shoppers'  
aggregate c h a r a c t e r i s t i c s  and p re fe rences  a t  p a r t i c u l a r  s t o r e s ,  
bu t  a l s o  whether t h a t  i tem had., i n  some way, an a s s o c i a t i o n  
between t h e  s h o p p e r s  and t h e  s t o r e .  For example,  t h e  mean s c o r e  
f o r  " P a r k i n g  f a c i l i t i e s "  a t  S t o r e  5 was t h e  l o w e s t  f o r  t h a t  i t e m  
between s t o r e s ;  and was due,  p robab ly ,  t o  t h e  s m a l l e r  p r o p o r t i o n  
o f  car -borne s h o p p e r s  a t  t h i s  s t o r e  compared t o  t h e  o t h e r  
s t o r e s .  A lso  S t o r e s  6 and 8 ,  b o t h  of  which had p e t r o l  f i l l i n g  
s t a t i o n s  on s i t e ,  had t h e  h i g h e s t  mean i m p o r t a n c e  s c o r e s  r e t u r n e d  
f o r  "Cheap p e t r o l  a t  t h e  s to re " .  S t o r e s  6 and 9,  where  a f r e e  
shopper  bus s e r v i c e  o p e r a t e d ,  r e c o r d e d  t h e  h i g h e s t  means f o r  
" F r e e  shopper  bus". To u n d e r l i n e  t h e  p o i n t :  S t o r e  8, ( t h e  o n l y  
s u r v e y e d  s t o r e  w i t h i n  a d i s t r i c t c e n t r e  and  t h u s  n e a r  t o  a 
v a r i e t y  o f  o t h e r  shops )  had t h e  h i g h e s t  mean i m p o r t a n c e  s c o r e  f o r  
"Other shops  nearby"  - t h e  mean h e r e  b e i n g  2.0 compared t o  t h e  
means a t  t h e  o t h e r  s t o r e s  wh ich  were  i n  t h e  r a n g e  1.52 t o  1.63. 
T a b l e  3.18 g i v e s  t h e  i t e m  l i s ts  " ranked"  ( i e .  s o r t e d  i n  
descend ing  o r d e r )  a c c o r d i n g  t o  t h e i r  mean i m p o r t a n c e  s c o r e s  
a g g r e g a t e d  & store,  and shows t h a t  " Q u a l i t y  o f  goods" was 
c o n s i d e r e d  by s h o p p e r s  a t  a l l  t h e  s t o r e s t o  b e  o f  p a r a m o u n t  
impor tance  f o l l o w e d  by e i t h e r  "Lower p r i c e s "  o r  "Wide 
c h o i c e / s e l e c t i o n " .  "Pa rk ing  f a c i l i t i e s "  came 4 th .  a t  S t o r e  8 ,  
5 t h .  a t  S t o r e ' s  3 ,  6  a n d  9 ,  a n d  e q u a l  7 t h .  a t  S t o r e  5. " E a s e  o f  
g e t t i n g  t o  by  c a r "  w a s  r a n k e d  6 t h .  a t  S t o r e ' s  3  a n d  8 ,  and  7 t h .  
a t  S t o r e s  5 ( e q u a l l y  w i t h  "Park ing  f a c i l i t i e s " ) ,  6  and 9. 
Because o f  t h e  l a r g e  numbers u s i n g  car /van f o r  t h e i r  t r a v e l  
mode o f  a r r i v a l ,  t h e  low mean i m p o r t a n c e  s c o r e  f o r  "Good bus  
s e r v i c e "  meant t h a t  t h i s  i t e m  was ranked o n l y  9 th .  o r  lower .  
S i m i l a r l y  "Free  shopper  bus" was n o t  ranked h i g h e r  t h a n  10 th .  
when t h e  r e s u l t s  were  a n a l y s e d  & s t o r e .  
O v e r a l l  t h e  mean i m p o r t a n c e  s c o r e s  t e n d  t o  s u g g e s t  t h a t  i n  
g e n e r a l  (and dependen t  upon mode - see be low) ,  t h e  h i g h e s t  impor-  
t a n c e  is g i v e n  by s h o p p e r s  t o  t h e  goods t o  be purchased.  Hence 
i f  a t t i t u d e s  can  b e  s a i d  t o  c o n n o t e  behav iou r ,  s t o r e  a t t r i b u t e s ,  
p a r k i n g  f a c i l i t i e s  and o t h e r  t r a n s p o r t  r e l a t e d  i tems are, i n  t h e  
main,  o f  o n l y  s e c o n d a r y  i m p o r t a n c e  t o  consumers  when c h o o s i n g  a 
s tore  a t  which t o  d o  t h e i r  main - food  and g r o c e r y  shopping.  
When l o o k e d  a t  by  d a y  -- o f  week,  t h e  means  b e t w e e n  d a y s  f o r  
t h e  i m p o r t a n c e  s c o r e s  were  found t o  be  v e r y  s i m i l a r .  The o n l y  
s i g n i f i c a n t  d i f f e r e n c e ,  a s  shown i n  F i g u r e  3.19, was f o r  "La te  
open ing  hours"  where F r i d a y ' s  s h o p p e r s  r e t u r n e d  t h e  h i g h e s t  mean - 
o f  t h e  t h r e e  s u r v e y  d a y s  f o r  t h i s  item. T a b l e  3.19 g i v e s  t h e  
i t e m  l ists f o r  t h e  t h r e e  days ,  a g a i n  ranked i n  d e s c e n d i n g  o r d e r  
a c c o r d i n g  t o  t h e  mean s c o r e s  f o r  each  item b u t  t h i s  t i m e  grouped 
by day  of  week. Once more, " Q u a l i t y  o f  goods" was ranked 
h i g h e s t ,  f o l l o w e d  by "Lower p r i c e s "  and "Wide c h o i c e / s e l e c t i o n " .  
Between d a y s ,  "Park ing  f a c i l i t i e s "  was c o n s i s t e n t l y  5 th .  w i t h  
"Ease o f  g e t t i n g  t o  by c a r "  6 th.  on Tuesday and S a t u r d a y ,  and 
7th.  on  Fr iday .  "Opening hours "  was ranked two p l a c e s  h i g h e r  on 
F r i d a y  a t  6 th.  compared w i t h  Tuesday 's  and S a t u r d a y ' s  rank ing .  
F i g u r e  3.20 shows t h e  mean i m p o r t a n c e  s c o r e s  f o r  each  i t e m  
when g r o u p e d h t r a v e l  -- mode. I t  c a n b e  s e e n  t h a t  t h e  s c o r e s  w e r e  
r e f l e c t i v e  o f  t h e  mode o f  a r r i v a l  s i n c e  s i g n i f i c a n t  d i f f e r e n c e s  
i n  t h e  means a r e  a p p a r e n t  f o r  t r a n s p o r t  r e l a t e d  items. For 
example,  w h i l s t  t h e  mean d e r i v e d  f rom c a r - u s e r s  f o r  "Pa rk ing  
f a c i l i t i e s "  was 3.9, t h e  mean s c o r e  f e l l  t o  2.6 o r  less f o r  t h e  
o t h e r  modes. S i m i l a r l y ,  f o r  "Cheap p e t r o l  a t  t h e  s t o r e "  c a r -  
borne  s h o p p e r s  r e t u r n e d  t h e  h i g h e s t  mean when s c o r e s  were  grouped 
by mode. 
Of t h e  f o u r  major  modes, t h o s e  who t r a v e l l e d  by shopper  bus 
gave  t h e  l o w e s t  mean s c o r e  f o r  " S t o r e  l a y o u t "  and " F a s t  check- 
o u t s " ,  i m p l y i n g  p e r h a p s  t h a t  i f  a  s t o r e ' s  management was ben ign  
enough t o  s u p p l y  a f r e e  bus  s e r v i c e ,  t h e y  ( t h e  s h o p p e r s )  would 
n o t  q u i b b l e  ove r  s u c h  i n c o n s e q u e n t i a l  i t e m s  as t h e  way t h e  s t o r e  
was l a i d  o u t  o r  t h e  speed  o f  i ts check-outs.  I t  is a l s o  o f  
i n t e r e s t  t o  n o t e  t h a t  o f  t h o s e  s h o p p e r s  who t r a v e l l e d  by  t h e  f o u r  
ma jor  modes, " Q u a l i t y  o f  goods" was ranked lowest by t h o s e  who 
t r a v e l l e d  by shopper  bus;  i n s t e a d  shopper  bus t r a v e l l e r s  p l a c e d  
t h e  g r e a t e s t  i m p o r t a n c e  on  "Lower prices" and "F ree  shopper  bus" 
- t h e s e  i tems were r a n k e d  e q u a l  f i r s t  by  t h e m  a s  c a n  b e  s e e n  f r o m  
T a b l e  3.20. 
T a b l e  3.20, which g i v e s  t h e  items ranked and grouped by 
t r a v e l  mode, a l s o  shows t h a t  c a r - u s e r s  ranked " P a r k i n g . f a c i l i -  
t ies" 5th .  most i m p o r t a n t  o v > r a l l ,  beh ind  " Q u a l i t y  o f  goods", 
"Wide choice/se lect ion" ,  "Lower p r i ces "  and "Fast  check-outs. 
They a l s o  ranked "Ease of g e t t i n g  t o  by ca r "  6th. and "Cheap 
p e t r o l "  9th. 
I t  may be concluded from the  d i scuss ion  of t h e  r e s u l t s  
presented i n  t h i s  s e c t i o n  t h a t  d e f i n i t e  a s s o c i a t i o n s  e x i s t  
between the  mean importance s c o r e s  f o r  i nd i v idua l  i tems and the  
t r a v e l  c h a r a c t e r i s t i c s  of shoppers. These a s s o c i a t i o n s  a r e  most 
apparent  when sco res  a r e  aggregated e i t h e r  by s t o r e ,  day of week 
o r  mode of a r r i v a l .  
4 .  SUMMARY 
(1) A p o s t a l  r e t u r n  q u e s t i o n n a i r e  a t  f i v e  medium t o  l a r g e  
convenience foods to res  was c a r r i e d  ou t ,  w i th  3874 ques t i onna i res  
being d i s t r i b u t e d  o v e r a l l .  
(2 )  Overa l l  r e t u r n  r a t e  was 27.2%. 
( 3 )  Nearly 85% of respondents  dec la red  themselves t o  be t h e i r  
household's "main" food and grocery  shopper but  j u s t  over 10% of 
households were w i thou t  a "main" shopper. "Convenience" was t h e  
reason most commonly g iven  a s  t o  why shoppers were not  a t  t h e i r  
main s t o r e s .  
( 4 )  "Home" predominated a s  t h e  o r i g i n  f o r  t he  t r i p  t o  s t o r e  a t  
79% of a l l  t r i p s .  
(5 )  Car/van was by f a r  t h e  most  common t r a v e l  mode t o  t h e  s t o r e s  
a t  84% over a l l  t h e  s t o r e s .  
(6) Shoppers most commonly v i s i t e d  t h e i r  s t o r e s  "once a week". 
F r e q u e n c y o f v i s i t w a s  a l s o  found t o b e  i n f l u e n c e d  by n e a r n e s s  t o  
home and mode of t ranspor t .  
(7) Almost 81% of respondents considered the  s t o r e  a t  which they  
rece ived t h e i r  q u e s t i o n n a i r e s  t o  be t h e i r  main s t o r e  f o r  food and 
g roce r ies .  
(8) Two persons was t h e  most common shopping p a r t y  s i ze .  The 
l i ke l i hood  of t h e r e  being c h i l d r e n  under f i v e  y e a r s  i n  t h e  shop- 
p i n g  p a r t y  was found t o  be  l o w e r  f o r  Tuesdays  t h a n  f o r  F r i d a y s  o r  
Saturdays.  
(9) The mean number of a d u l t s  per  household was 2.31 wi th ,  on 
average, 0.62 c h i l d r e n  i n  t h e  'age bracke t  5 t o  16  years ,  and 0.25 
c h i l d r e n  less t h a n  5  y e a r s .  
(10) Shoppers '  Car o w n e r s h i p  was 67% above t h e  County ave rage ,  
w i t h  8 3 %  of h o u s e h o l d s  o w n i n g  a t  l e a s t  o n e  c a r / v a n ;  1 4 %  o f  h o u s e -  
h o l d s  had a  company c a r -  
(11) L e s s  t h a n  2 %  o f  h o u s e h o l d s  w e r e  w i t h o u t  a n y  f o r m  o f  
r e f r i g e r a t e d  food s t o r a g e .  
(12)  For 54% o f  r e s p o n d e n t s  t h e  day  on which t h e y  r e c e i v e d  t h e i r  
q u e s t i o n n a i r e  was a l s o  t h e i r  h o u s e h o l d ' s  main food shopp ing  day. 
(13) T i m e - r e l a t e d  f a c t o r s  were  t h e  most  commonly c i t e d  r e a s o n s  
a f f e c t i n g  c h o i c e  o f  main food shopp ing  day  a t  39% o f  responses .  
T r a n s p o r t  a v a i l a b i l i t y  was  g i v e n a s  a  f a c t o r  i n o n l y  7 %  o f  c a s e s  
and was o f t e n  g i v e n  w i t h  a n o t h e r  f a c t o r .  
( 1 4 )  Mean p e r c e i v e d  t r i p  t imes  t o  e a c h  o f  t h e  s t o r e s  w e r e  
u n i f o r m l y  c l o s e  a round  10.5 minu tes .  Mean t i m e  s p e n t  w i t h i n  t h e  
s t o r e s  was however,  more v a r i a b l e  and r e f l e c t e d  t h e  d i f f e r e n c e s  
i n  s i z e  between t h e  s t o r e s .  
(15) Mean monetary  e x p e n d i t u r e s  were v e r y  c l o s e  f o r  t h e  t h r e e  
mid-range s t o r e s ;  t h e  l a r g e s t  s t o r e  r e t u r n e d  t h e  h i g h e s t  mean 
e x p e n d i t u r e  a t  £23.50 p e r  t r i p ,  and t h e  s m a l l e s t  s t o r e  t h e  l o w e s t  
mean a t  £12.70. The o v e r a l l  mean was E22.10 pe r  shopp ing  t r i p .  
(16) Over a l l  "main s t o r e "  s h o p p e r s  t h e  q u i c k e s t  t r a v e l  mode was 
c a r / v a n  which, o f  t h e  f o u r  most  commonly used modes, was pe r -  
c e i v e d  t o  b e  more  t h a n  t w i c e  a s  q u i c k  a s  t h e  t h e  n e x t  f a s t e s t  
mode. 
(17) Mean "crow-f ly"  d i s t a n c e  t o  s t o r e  by ca r / van  was 2.8km, 
w h i l s t  s h o p p e r s  on f o o t  walked,  on a v e r a g e ,  o n l y  0.6km. Mean 
O r i g i n - s t o r e  d i s t a n c e s  f o r  shopper  and s c h e d u l e d  bus  modes were  
2.8 and 2.lkm r e s p e c t i v e l y .  
(18) The r e p o r t e d  i n c i d e n c e  o f  p a r k i n g  d i f f i c u l t i e s  v a r i e d  
b e t w e e n  t h e  s t o r e s  a n d  w a s  t h o u g h t  t o  b e  a  c o n s e q u e n c e , n o t o n l y  
o f  t h e  amount o f  p a r k i n g  p r o v i s i o n  and demand, b u t  a l s o  ca r -pa rk  
l a y o u t  and g e n e r a l  s i t e  c h a r a c t e r i s t i c s .  
( 1 9 )  I n  t e r m s  o f  t h e  i m p o r t a n c e  w h i c h  s h o p p e r s  a s c r i b e d  t o  a l is t  
of 1 2 i t e m s  w h e n c h o o s i n g  a  s t o r e  a t  w h i c h  t o  d o  t h e i r  h o u s e -  
h o l d ' s  main food and g r o c e r y  shopp ing ,  g o o d s - r e l a t e d  i t e m s  were 
found t o  have t h e  h i g h e s t  p r i o r i t y  f o l l o w e d  by b o t h  s t o r e - r e l a t e d  
and transport-related items. The mean scores of transport- 
related items were also found to be associated with the mode of 
travel used. 
5.CONCLUSION 
Shopper questionnaire surveys at five convenience foodstores 
in West Yorkshire have been described and their results presen- 
ted. Two types of conclusion are drawn in this final section 
relating firstly to the data gathering, and secondly to the 
results obtained from the analysis of shopper travel behaviour. 
The section concludes with a brief discussion on "future work". 
5.1 Conclusions about method 
The chosen data gathering method - that of self-completion 
using "Freepost" - comprised essentially three elements: the 
questionnaire, questionnaire distribution and questionnaire 
coding. 
The questionnaire presented, in the great majority of cases, 
little difficulty to respondents. Response was considered to be 
very satisfactory and a better than expected return rate was 
achieved due to: 
(a) Good questionnaire layout and design, 
(b) Absence of questions asking for income, occupation 
or age, 
and (c) Use of Postcodes to a.scertain respondents trip-ends 
as opposed to full addresses. 
The method adopted for the distribution of questionnaires 
worked well. The target distribution rates were, in the main, 
achieved except at the largest store where survey staff were 
impeded somewhat because of a single exit, and at the smallest 
store because of lower than expected shopper flows. 
Coding of questionnaires was straightforward and was again 
facilitated considerably by the use of postcodes in the establis- 
hment of trip ends. 
5.2 Shopper Behaviour -- and its implications for Design Standards - 
Various.factors were seen to influence shopper behaviour; 
perhaps  t h e  most  s i g n i f i c a n t  o f  which were t r a v e l  mode, d i s t a n c e  
t o  and from s t o r e ,  and " s o c i o - c u l t u r a l "  f a c t o r s .  
T r a v e l  mode was a l s o  found t o  " c o n d i t i o n "  p e o p l e ' s  a t t i t u d e s  
t o  s t o r e  c h o i c e  a s  r e v e a l e d  by t h e  i m p o r t a n c e  s c o r e s  a s s i g n e d  by 
r e s p o n d e n t s  t o  a r a n g e  o f  s t o r e  a t t r i b u t e s .  
Shoppers who t r a v e l l e d  by ca r / van  were more l i k e l y  t o  
t r a v e l  f u r t h e r  t h a n  t h o s e  who t r a v e l l e d  by o t h e r  modes - a 
consequence o f  t h e  car 's  speed  and conven ience  f o r  t h e  "one-stop" 
shopp ing  t r i p .  The c a r  p redomina ted  a s  t h e  mode of  a r r i v a l  a t  
t h e  l a r g e r  s t o r e s .  However, where c a r  ownership was low ( a s  i n  
t h e  c a s e  o f  t h e  smallest s t o r e  s u r v e y e d ) ,  t h e  i n c i d e n c e  o f  shop- 
p e r s  who w a l k e d  t o  t h e  s t o r e  w a s  h i g h e r  - a r e s u l t  a l s o  o f  t h e  
s t o r e ' s  l o c a t i o n  w i t h i n  a r e s i d e n t i a l  neighbourhood. 
The r e a s o n s  p e o p l e  gave  c o n c e r n i n g  t h e i r  c h o i c e  o f  main food 
shopp ing  day  showed t h e  i m p o r t a n c e  o f  soc io -economic  and s o c i o -  
c u l t u r a l  f a c t o r s .  I n  p a r t i c u l a r ,  t h e  c o n s t r a i n t s  o f  pay-day, or 
o f  t h e  need t o  r e p l e n i s h ,  o r  s i m p l y  j u s t  t i m e  c o n s t r a i n t s  were  
o f t e n  t h o s e  which governed t h e  day  on which shopp ing  was c a r r i e d  
ou t .  For t h o s e  w i t h  (p resumably )  f e w e r  t i m e  c o n s t r a i n t s ,  t h e  
p r e f e r e n c e  f o r  shopp ing  e a r l i e r  i n  t h e  week was o f t e n  p r e d i c a t e d  
on t h e  b e l i e f  t h a t  t h e  s t o r e  would be  l e s s  crowded. 
The i m p l i c a t i o n s  f o r  shopper  behav iou r  o f  t h e s e  s o c i a l  
f a c t o r s  w i l l  become c l e a r  i f  p r e s e n t  s o c i a l  t r e n d s  a r e  c o n s i -  
d e r e d :  f o r  example,  t h e  t r e n d s  toward  s h o r t e r  work ing weeks and 
toward  more w idesp read  payment by (month ly )  cheque i n s t e a d  o f  
weekly  (cash- in-hand) wages. 
C l e a r l y  such  t r e n d s  cou ld  promote a " r e  distribution" of  / 
shopp ing  t r i p s  t h r o u g h o u t  t h e  week, p a r t i c u l a r l y  i f  househo ld  
f r e e z e r  ownersh ip  a l s o  c o n t i n u e s  t o  i n c r e a s e  ( t h u s  d i m i n i s h i n g  
even f u r t h e r  t h e  need t o  r e p l e n i s h  n e a r  t h e  week-end); a l l  o f  
which have r a m i f i c a t i o n s  f o r  d e s i g n  s t a n d a r d s  s i n c e  p rob lems  
a s s o c i a t e d  w i t h  peak v e h i c u l a r  a c t i v i t y  would b e  e x p e c t e d  t o  
become l e s s  a c u t e  if t h e  a f o r e m e n t i o n e d  r e - d i s t r i b u t i o n  were t o  
t a k e  p lace .  N e e d l e s s  t o  s a y ,  f u r t h e r  i n v e s t i g a t i o n s  w i l l  b e  
n e c e s s a r y  t o  a s s e s s  t o  what  e x t e n t  i n c r e a s e s  i n  c a r  o w n e r s h i p  and 
c h a n g e s  i n  t h e  p a t t e r n  o f  r e t a i l  o u t l e t s  " c o u n t e r  ba lance"  t h e s e  
soc ia l  t r e n d s .  - .  
t 
5 . 3  F u t u r e  Work 
1 I n  t h e  I n t e r i m  R e p o r t  t o  West Y o r k s h i r e  , d e s i g n  g u i d e l i n e s  
were g i v e n  which were  c o n s i d e r e d  a p p r o p r i a t e  f o r  l a r g e  
conven ience  f o o d s t o r e s  l o c a t e d  "in-town". A p a r k i n g  i ndex  
be tween 10.0 and 11.0 was recommended which was based on t h e  
r e s u l t s  o b t a i n e d  f rom a  s e r i e s  of  p a r k i n g  s u r v e y s  u n d e r t a k e n  a s  
p a r t  o f  t h i s  r e s e a r c h  and f rom e a r l i e r  s t u d i e s .  Those g u i d e l i n e s  
have n o t  been s u p e r s e d e d  by r e s u l t s  o b t a i n e d  t o  d a t e  f rom t h e  
q u e s t i o n n a i r e  s u r v e y s ,  n e v e r t h e l e s s  t h e  r e s u l t s  p r e s e n t e d  h e r e i n  
have shown t h a t  shopper  c h a r a c t e r i s t i c s  s h o u l d  p l a y  a n  i m p o r t a n t  
p a r t  i n  t h e  f o r m u l a t i o n  o f  d e s i g n  s t a n d a r d s .  T h e r e f o r e ,  a n a l y s e s  
w i l l  be c a r r i e d  o u t  t o  i n v e s t i g a t e  f u r t h e r  t h e  e f f e c t s  o f  
i n c r e a s i n g  c a r  o w n e r s h i p ,  changes  i n  t h e  p a t t e r n  o f  r e t a i l  o u t -  
l e t s  and o f  s o c i a l  f a c t o r s  and t h e i r  a s s o c i a t e d  t r e n d s .  
A t t e n t i o n  w i l l  a l s o  b e  p a i d  t o  t h e  q u e s t i o n  o f  s t o r e  a t t r a c t i v e -  
n e s s ,  i n  t e r m s  of  " i n h e r e n t "  c h a r a c t e r i s t i c s  and i n  terms o f  
" i n t e r - s t o r e "  c o m p e t i t i o n .  S t o r e  a c c e s s i b i l i t y  w i l l  be e x p l o r e d  
i n  d e p t h  a n d  p a r t i c u l a r  e m p h a s i s  w i l l  b e  p l a c e d  on  t h e  r o l e  o f  
r e l a t i v e  a c c e s s i b i l i t y  i n  t h e  s t o r e  c h o i c e  p r o c e s s .  F i n a l l y ,  t h e  
impor tance  of  ca r -pa rk  l a y o u t  and t h e  way i n  which p e r c e i v e d  
p a r k i n g  p rob lems  a f f e c t  b o t h  s t o r e  c h o i c e ,  and t h e  c h o i c e  o f  day  
f o r  t h e  shopp ing  t r i p  w i l l ,  i t  i s  hoped, a l s o  be  s t u d i e d .  
Table 2.1 
I Car-park size (No-spaces) 
THE SURVEYED STORES-SITE, LOCATION AND CATCHMENT CEIARACTERISTICS 
Store No. 
Store ~ y p e ~  ----- ------------------ 
........................ ------- ------- ------- ------- ------- 
Predominant , ~ E G I S ~  5-10 8-10 8-9 8-10 5-9 
........................ ------- ------- 
No. Tarking spaces per 
lOOm Retail Floor Area 15.2 5.8 9.4 18.2 10.2 - ....................... -------.------- 
No. Tarking spaces per 
a Store Type Key: F=Freestanding (from other retail outlets); 
D=Anchor trader within District Centre 
b Road Type Key: L=Local distributor; P=Primary ("A") Road; 
SSecondary ("B") Road 
c Car Ownership Key: << Very low (ie.less than 0.5xCounty Mean); 
< Below County Mean; = Same as County Mean; 
> Above County Mean 
d Socio-Econ.Group Key: (a<~egistrar General's classification) 
5-7 Non-manual; 8-9 Skilled manual; 10 Semi-skilled manual 
Year Opened 1976 1967 1969 1969 1981 ------- -------------- --------.---- 
Retail Floor Area (m2) 2982 1542 4929 2155 2453 ---- ----------------- - 
Gross Leasable Area (m2) 4692 2731 8278 3809 4156 -- --- 
Appro~. % of Retail Floor 
area for "Durables" 15% 35% 25% 25% ------- ------- ------- ------- 
No.Entry/Exits 




lOOm Gross Leasable Area 9.6 3.3 5.6 ........................ ------- ------- ------- 
No.Entry/Exits 
to car-park 3 2 3 --- ------------------- - 
- 
* There is one DIY store(1475 m2 RFA) on the periphery of 














Tyre service bay - - - - - - - - - - - - - - - - - - - - - - - - . 
Free shopper bus - 
9 
F 
Near scheduled bus routes Yes Yes Yes Yes Yes 
Other shops nearby NO No Yes NO 
Road type locationb L S L 
Car ownershipC << - < > 
N o 
- - - - - - - -. 
N o - 
N o 
. - - - - - - - 
No 
Yes 
-. - - - - - - - . 
Yes 
No 
. - - - - - - -. 
NO 
NO - - - - - - - - 
Yes 
Table 3.1 
PUKSTIONNAIRK SURVEYS - SUMMARY SBKET 








' Car park capacity 1982 = 350 
$ Car park  capacity 1983 = 392 
9 
Target No. 
Q'aires 280 280 140 476 476 238 148 418 224 104 104 104 342 342 171 --- 4177 
No. Q'aires 










(Overall m )  - - - - - - - - - - - - - . 
No. QBaices 
Returned 

















. - - -- - . 
528 ----- 
74 105 
(Overall I) (30.7) (27.6) 123.5) 125.7) ------------- ----- ----- ----- ----- ----- ------------ 128.5) 
Percentage 1 5 . 5  16.5 12.3111.1 10.8 12.2 11.2 8.7 4.2'4.5 5.6 10.1'9.3 9.3 
Customer Trans. t 10.7 










Vehs & Peak 
Time 1982 ------------- 
Max. Parked 









































. - - - - - - . 
46 










(55.0) . - - - - - - - - - - . 
82 I 97 
1226) 1 
.- - - - - - - - - - . 
26.3 34.6 















1995) - - - - . 
1019 ----- 
10.7 39.3 
. - - - - - - . 
51 






142.1) . - - - - - - - - - - . 
108 1 116 
1276) . - - - - - - - - - - . 
27.1 28.0 




.- - - - - - - - - - . 
101 1 104 






(1049) - - - - - - _ - - - . 
826 929 ----- ----- 
38.8 
. - - - - - - . 
42 












.. - - - _ - . 
543 ----- 
13.6 18.9 21.1 
.. - - - - - - . 
19 






118.1) . - - - - - - - - - - 
23 1 25 
(67) .- - - - - - - - - - . 
31.1 23.8 







. - - - - - - . 






. - - -- - . 
869 ----- 








.- - - - - 
26.4 
27.2 







. - - - - - - . 
599 _ _ _ _ _  




















I TOTAL 884 52 109 1 0 4 5  
ROW% 84.59 4.98 10.43 100.00 
I d R L L  DT 2 i L i L : ! i U T ; ~ \  9 L I  OF d E i <  UI i P l i  i ) ! iG: lu 
T R I P  O R 1  G I  N 
210 1 6 1 26 I 2 1 I I I I 0 1  246 
2 1 0 1 3 3  I 0 1 0 1 0 1 0 1 66 
Row% 1 1 6 - 9 1 !  3.03 1 0.00 1 .  50.00 1 0.00 I 0.00 I 0 - 6 0 1  0 - 0 0 1  
244 1 9 I 5 1 15 1 0 1  0 1  0 1 0 1 273 
t a I 201 I 13 I 1 I 19 1 0 I 2 I 0 1 '  1 1 237 Q-) I 84-81 l 5.49 1 0.42 1 8.02 1 0.00 I 0.84 I 0.00 1 0.42 1 ------t,--------,--------,-----,,,-.~----.--------*------~-*--------*-------~. 9 1 1 9 1  1 3 1 * I 26 1 0 l 2 1 0 l 0 1 226 i?ow~. l  64-51 1 1 . 3 3  1 1.77 1 11.50 1 0.00 1 0.88 1 0-00 1 0-00 I --.I---.,----,..--. --------.------- -* - .  * - -  . - - - - - - - - - - - +  - TOTAL 
, ' 8 i 7  33 10 119 2 5 1 1 1043 
&w;. : 8 3 - 6 8  . . A .  15  0.95 11.35 0.19 0.43 0.10 0-10 100.00 
. . 
. .  . . ,: . - 28 
TAULf 3.5 
TABLE OF STORE BY FRhOUENCY OF H-HJLO VISITS TC STORE 
2 ONCE LESS F I Q S r  
TlWSS O N C D  C, A F R C 9 -  V , S \ T  
AWEEK A WCEK MONTH uerrsLy 
3 1 2 5 1  38 1 13% ( 2 1  I 1 0  I 10 1 2 I 
* j b  1 1 0 . 2 0  1 15.51 I 5 6 . 7 3 1  9 . 5 7 1  4 . 0 9 1  4.0: I 0 . ~ 2 1  ---------.--------.--------.--------*--------*--------*----.---.--------. 
TABLE 3.6 
TABLE OF STOPE BY PArQON4GE TYDT 
6 6  
TOTAL 8 4 7  200 1 0 1 7  
 ROW^-. 80.90 1 9 - 1 0  lOO.FO 
TABLE 3.1 
TABLE OF SlORE 81 SHOPPING PLRTY S I Z E  
8  . :I : l . . .  1 ? b : +  . 32 1 .:15.,1 6  1 1 I 
RAW'/ I '0.43.::j:-55.74 1 4 0 ~ 8 ~ 1  13 .62  1 6-36 1 ' 2.55 1 0.43 1 
------Z ,*I-,-- -&;*~+ ---- + ---- -4 .---,----. - -  " -* ------ --+--------* . . ~  ..:; . . . .  ~ . , . . . 
$ . :i. .:..'.i.*:,:i '  : 6 8  , 9k ',' '. . '31. 1 .,i:l . , I 1 I 
:-92--~3~L~~3$)$i2.25fi!~~~~25~~L~~~:1:-;-.-~gjg2~1-!::-!---::-! 
T O T A L  
2 9 6  
TOTAL 1 1 8  6 3 0  1 9 0  23 5 3 1 . zoW.7- 17.18 60 .61  1 8 - 3 4  2.80 0 .+8  0 - 2 9  0.10 
T l B L i  OF J I S T L ? ' N  9b.V 3F SEEK BY USULL I ' A i T  SHt?PIiUG 5 4 1  
I U S U A L  M A I N  FOOD S H O P h h ( G  DAY < GIVEN ONLY) 
OF INaDz" I ~ S - ~ ~ D E  IMONDAV I N E S D W  IW.5DNcs-lmuam*l 1 F9tDAY IL~mLDAY WCEU ---------.--------+--------+--------.--------*--D>?---.------. . -_- - -__*_- - - -_- - *  
n)ESDAV I 1 J  I 1 I 3 I 6 9  1 2 3  I :J I 3 9  I 13 1 
e-7- I 6.74 1 0.52 1 1.55 1 35.23 1 1 1 - 7 2  ( 1 7 . 1 1  I 20.21 ( 6.74 I 
G x ~ M H ~ ~ I  27.66 1 100.00 I 30.00 1 80.55 1 37.10 1 2c .75  l 13.93 1 5 . w  1 
---------*--------+--------.--------*--------.--------*--------*--------*------~-. 
MIDAY I 13 I 0 1 3 1 8 I 1 1  I 2 I 2 6 1  1 26 1 * 
R W -  I 3.45 I 0.00 I 0.90 ( 2.12 1 2 - 9 2  I 14 .5 '  I 65.23 1 6.5'1 1 
caunq%f 2 7 - 6 6  1 0.00 1 3 0 - 0 0  I 5 - 5 2  1 1 1 - 7 4  1 3 - 5 3  I 6 7 I IO.S? / 
.--------*--------,--------+-- ------ --------.-------.*-------- * .-.-----.------.-. 
SMw7DHY I 2 1  I '1 I 4 1 8 I 2 6  I 71 I 1 I 2co I 
I?-Z I 5 - 1 1  1 0.00 1 0-79 1 1 - 9 1  1 6.50 1 1 1 - 4 3  1 10 .23  I * 5 . 2 5  I 
COLM~;CI 44-6E 1 0 - 0 0  1 40.00 I ?.52 1 "5.16 1 46 .65  1 19.75 I € 3 . 6 3  ( ~--------.-------- *-- -----+ --- ---- - - ---- -------- -------- -------- -------- 
TOTAL 47 1 10 0 4  6 2 1 >' 37.1 2 XC 
POW%. 9-82 0.10 1.02 8.61 6 . 3 5  16 .29  3e.32 24.45 
--------* 
T O T A L  1 5 2 1  4 0  6 7 
R W %  1.43 7 4  51.34 59.70 100 .00  
*me. R E ~ ~ N D E N T S  WHO GW€ 2 V S U I L  M A I N  SHOPRUG DAYS . . 
TABLL OF l ' ? ?  :ti.&':?!: IIY UZUPL !?A i l 1  F Q 0 3  SHOPFIIdS JAY 
NOTE:. TPELC iiVCS < L T U L T S  Pi!? 9 1 S F G N O C N T S  U H O  & l V <  1 R C I I G N  6 1 0 1 1  W L Y  
T O T A L  
29 
+.06% 
6 iY :  l l N 3  USUAL D l l .  Z=RLFLEN:SHI 3 = T I l l F  A V h I L I B I L I T I e  
q=PLRSOh A v A I L L B I L I T Y t  5:TRANSPORT L Y L I L 4 O I L I T Y ~  €=H lB11 .  
7sOUIZT PT STORE, 8 S O N E Y  RELATC@r S=OTHER . . 

IAHLC 3.13 
KEY: O = ! $ I j - S C . ~ i .  l=VUI(T 'J  C h A L ~ ~ E ,  2 rC000151 UhlrlVIILAHLE, J=CONVE'YIENCE. 
4:COSBINEJ TRIP. 51NO MAX!, 5T15E1 6:PCRSCBlSl UHAVLILLIL5.  
7=:13/VCn. UNlVAIL18LE l  S=STs3.L rTTRI8UTE(S)  SCUGMTt 5=OT9LR 
. . 
L ---- I-"--; --------; ---- -  --------; --------: : ----; ---- -  * --------: ----: 
TOTAL i 1 2  4C 4 5 24 . 2 7  1 3 1 7  170 
~ W Z  . 0.59 7.06 23.55 26.41 14.12 15.38 0.55 1.76 10.00 100.00 
TABLE 3.14 
R -  : l i 5 N  STCNOAED HINI)!UI! hAXIHUH 
r( S W P L C  DEVILTION VALUE VALUE 
D U R A ~ I O N  OF T ~ I P  n 0  STORE l l ~ ! ~ h ~ ~ l  235 10.2 7 -8 1.0 55.0 
TI*!'Z, SPENT I H  STORE <?.INS) 194 36.3 19.7 5.0 90.0 
NONEY SPCfiT I N  STORC (POUND51 24+ 15.7 12.3 0.0 73.0 
OURATI3N ?F TSIP TO STGRT lr!!WAl 65 9.8 6.6 2.0 30.0 
TIHE SPEEIT I N  STORE (PINS 1: 67 26.9 16.3 5.0 90.0 
HONEY 7PFUT I N  STOR! IPOUYOS) b6 12.7 4.6 1 - 0  q0.0 
OURATI3N JF TRIP 112 STORC IY.Lh'S1 
TIHE 3PEIT I N  STORE I ' i I N S h  
HONEY S P i h T  I N  SPORI (POUNDS) 
DURATION OF TRIP T%O STORE <H!NS) 233 9.6 6.'l 2.0 45.0 
T I H i  :PEST I h  STOXC <!!INS). 2 35 37.q 17.6 5.0 5O.G 
MONEY 3PtNT I N  STOIC (POUNDS) 237 19.7 11.3 1.0 65.0 
LIVRATI3N @F TRIP TO STORE (I! INSI 225 5.4 7 -2 0.0 60.0 
T IHE SPEIIT i N  STORi IH INS) !  2 23 37.1 16.9 5.0 95.0 
HO:JEY SPENT IN SFOR: (FOUHOS) 2a2 15.0 11.3 1.0 . 66.0 
TRIP ,  O R I G I N  TO STlORE D1Sik:JCTC FCY " l : A ! N  iTCRE. Sh.GPFi8S I U Y  STCRE) 
CROU-FLY O I S T A N C i  T R I P  O f i i 5 IN -STORE l l< l : >  1 6 9  2.9 3.3 0.1 23.2 
STORE=5 ---I-------: ------ - - - - - - - - - - -  - -  - -  . . 
CROU-FLY DISTANCE TR;? ORIGl* l - .S l@RElKI ( I  97 1.2 1.4 0  8.5 
STORE=& 
CROW-FLY DISTANCE TRIP MIGIN-STGRCIK ! ! )  2 1 2  2.9 2 >2 0.1 l q - 4  
. . STORL-8 ----------------+-----:-----------------I ---- :-I-:
CROU-FLY DISTANCE T R I P  ORIGiH-STOREIKI :  - 166 2.3 1.6 C. 1 1l.C 
STORE-9 - - - - - - - - - - - - - - - - - : - - - - - - - - - - - - - - - - - - ' - - - L - - - ' - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - .  . . . .  
CROW-FLY DISTANCE T R I P  I X I G i h l - C T O R i l K t . 1  1 6 1  2.1 2.3 0 15.2 
No. WEAN STPtrCARO 6 I N I U U H  h4Y iKU.X  
-4 s l r \AL C E V I A T I O N  YhLUE VhLUE 
ARRIVAL ,yQ,,c=l - :--:--: , . .......................................... 
CROW-FLY OISTANOE TRIP MIGIN-STOREIKI!) 6 2 2  2.8 2.b 6.1 23.2 
ARRIVAL  "ODEZ2 --------'i------.----?------------L--------.-------:---------------------:--------------------- . . . . 
CROW-FLY DISTANCE T " I P  C8IGIN-STCRE(KY.1  2 2  2.1 1.0 0 - 6  +.5 
*RRI"AL ,qODE, -------- - ..................... . , .  . . 
CROW-FLY D:$T4NGE T R I P  OF.IGI1J-STOREIKIO 1 0  2.8 0.9 1.1 4.2 
. . .  ARRIV,,L #QJE;* ---------------' ----: . . ---------- :--- ....................... --- 
CROU-FCI  31$TPNE T R I P  W I G I N - S l O R i l K l l J  96 0.6 0.4 0 2.0 
T R I P  O R I G I N  TO SllO'ii I I ISTANCES FOR "t ldiN STOnL-  SFOPP5ST ( B Y  S l O P t  > 
NO. nenv S ~ A P ~ D A R O  KIN~SUH ~JXIIIU~ 
1-4 S A n R L  L E V I A T I O U  .VALLIE VaLUC 
STORE-3 . . 
CROU-FLY DISTANGE SEORE-HORC(KHI l a 2  2.5 2.2 0.1 X I . *  
. . 
STORE.5"-------'------------:------+------------;--+----:-------------------+----------------------------- . .  . . 
. . . .. 
C ~ Q U ~ F L Y D I S ~ A ~  STORE-HDRECI(H> 47 1.0 1-0 o 5 -2 
. .  .. . . ... .. . . 
STORE.6 ----r------:-----+----+---*----r---------.----.-4-L------------------------------------------------. . . . .  , . . 
. . 
C R ' ~ ~ - F L ~ ~ . ~ ~ ~ S T A &  TORE-HOME C K M ~  2 0 ?  2.9 2.5 0.1 15.6 
. . 
: SrORE;e ----l-----+------:--t_-----+-~=.--- --.-- .---r---i----- ----------------- - ------------------------. . . .~ . . . . . .  . 
CROW-FCI. &ST&CE STORE-HOKECKMI 1 7 5  2.7 2 - 0  0.1 13.0 
- STORE-9 ---- ------ ---- .......................................... . . . .  
CROU-FLY OISTANCE SPORE-HO~ECKXI  1 6 7  2.0 1.3 C.2 15.2 
- 
DARKiNG F k C I L I T I C S  3- 62 
ELSE JF GCTTiNG TO 3 1  C4P 3.26 
OPENING HOURS 3 - l $  
STORE LAY3UT 3.17 
CHEAF PETRDL AT THE STOlE 2 -03  
GOOD aus SERVICE 1.65 
FREE SHOPPER BUS 1.60 
OTHER SHOPS NEARBY 1.53 
QUALIFY OF GOODS 4-39  
LOUER PRICES 4.29 
UIOE CHOICEISELECTION 4.01 
FAST CHECK-OUTS 3.85 
STORE U Y O U T  3 - 0 9  
O P E N ~ ~ ~ G  HOURS 2.95 
PARKING F4CILIT:ES 2 - 8 2  
EASE OF GETTING TO BY 24% 2.82 
GOOD BUS SERVICE 1.51 
FQEE SHOPPER RUS ' 1.72 
OTHER SHOPS NEARBY 1.63 
CHEAP PETROL AT T IE  STOSE 1.53 
STORE=6 
ITEH MEIN 
B U A L I ~ Y  O F  GOODS 4.40 
LOUER PRICES 4.31 
VIDE CHOICEISELECTION 4.25 
'ACT CHECk-OUTS a-T> -. - - - - - - - - -  
PIRKING FACIL1T:CS 3.E5 
lPENING HOURS 3-50  
E4SE OF GETTING TO BY CA% 3 - 2 5  
STORE LAYOUT 3 - 1 6  
CHEAP PETROL AT THE 57375  2.86 
GOO9 AUS SERVICE 1.55 
FREE SHO?PER BUS . 1.55 
9THEQ SHOPS NEAR07 1 - 5 2  
STORErb 
1 7 i r  !<C: PI 
UUALITY OF GOODS 4.43 
VIDE CHGICEISELECTI3N 4.23 
LOUER PRICES 4. lb  
PARKING F A C I L I T I E S  3.5) .-. .. 
FAST-CHECK-OUTS 3.?3 
EASE OF GrTTING TO 8 1  CA* 3.47 
OPENING HOURS 3.30 
STORE LAYOUT 3-10 
CHEAP PETROL AT THE STORL 2.49 . - - .- -
OTHER SHOPS NEARBY 2-00  
GOOD BUS SERVICE 1-93 
FREE SHOPPER BUS 1.60 
STOREZS 
ITCH HELN 
OUALITY OF GOODS 4-38 
LOUER P R l t E S  4.19 
FAST CHECK-OUTS. . *.i~ 
P A R K I N G  F A C F L I T I E S  Jj65 
irnar i a v o i t i  3.m - . - . .- -. . . - - . .. 
EASE OF..GEfTING T3  BY ZAR 3-17 
OPENING' H ~ S  3.10 - GOOD BUS SERVICE 1.76 
CHEAP PET40L AT THE STOPE 1;74 
FRFF SHOPPER RUS 1- 73 - - -.. 
OTHER SHOPS .NEARBY 1.52 
ITEY KIIJ 
PUALITV OF GOODS 4.91 
LOUER PRICES 9.27 
UIDE CHOICElSCLCCTIO'l 4 . 1 1  
FAST CHECK-OUTS 
PARKING F A C I L I T I E S  
EASE OF GETTING T3 
STORE LAYOUT ~~~~~~ - ~ 
OPE.NING HOURS 
CHEAP PETROL AT THf 
:GOOD BUS SERVICE 
OTHER 'SHOPS NEARBY 
FREE::SHOPPER BUS ,. .. . 
QU&&ITY:-OF GOOOS 4.40 
USOF CHDICE1SELECTION ? - 2 3  
-I~OUI!R.?PRIC~$ 4122  
.Ek$T:-CHECC-!JUTS 4.03 
'PXdiEirii FICILFIES 3.75: 
OPENING HOURS 3.56 
EASE:OF GETTING TO BY C A R  .3.35 
STORE LAYOUT 3-13 
CHEAP PETROL AT THE s r o a i  2.23 
G.000 BUS SERVICE 1.85 
FREE SHOPPER BUS 1.73 
OTHER SHOPS NEARBY 1 - 6 0  
OUALITY.:.OF GOODS 4 - 3 9  
COMER PAICES 4.23 
.MIOE: CHOICEISELECTIOY 4.16 
F I S T  CRECK'OUTS 3.95 
PARKING.FACILIT IES 3.77 
EASE OF GETTING TO BY CAR 3.26 
STORE LLVOUT 3.18 - . -. - - . . . - .
OPCNbN5 HOURS 3 - 1 1  ~ - -  
CHEAP P E T ~ O L  AT THE STORE 2.27 . . 
:GOOW-BUS SERVICE 1 - 8 5  
FREE: SHOPPER BUS 1 . 7 1  
OTHER SHOPS NEARBY 1 .66  
ARRIVAL H J O Z = C A R / V ~ N  
ITC!l H E L N  
QUALITY OF GOODS 4 - 3 8  
LOUER PRICES 4.21 
WiOE CHOICE/SCLECT;ON 4 - 1 9  
PARKING F A C I L I T I E S  3.92 
EASE OF GETTING TO BY C8P 3.46 
OPCNING HOURS 5.75 
CHEAP PETROL AT THE STORE 2.M 
GOO0 BUS SERVICE 1 -63  
FREE SHOPPER BUS . 1 - 6 0  
OTHER SHOPS NEARBY 1.60 
ARRIVAL H~DE=SCHE~U~EO RUS 
IT'ER~ K C ~ N  
*-.- ....*.. . . . .  .. 
Q U ~ ~ . X T Y ~ . O F "  GOOOS &65 '  
UIO&.C~OlCEl .SELEC~.IDU ..4.46 Lo,ipRR.'.PdICcs. . . . . .  i -35 
FAST: CHECK-0UT.S 3 - 9 6  
caodieus :SERVICE.' 3.31 
s ~ a ~ ~ , . , u ~ o u r . .  . . ..:.3.09 
FREEISHOPPER BUS ,.(ys.o 
OPENl.$iV.OURS .. :. , , . - 2 - 7 7  
P A R K X ~ . .  FACIL~TIES- :' ' 2 . b ~  
EASE..PF:.GUTING. TO BY V R  2 - 2 3  
CHE'I'P-'P<TROL- AT TM STORE' 2.06 
OTHER .SHOPS NEARRY .: 1.63 ... 
LRRIVAL !iODE=SHOPPER 'BUS' 
. . . : . I - .  . . . . . .  
I T E H - "  ' ~ E I N  
LOUER &ICES 4.30 
FREE. SHO.PPE[(. BUS .4.30 
urn? ~ c ~ o r c c / s ~ ~ ~ c r r b u  4-11 
OUALITY OF. GOODS 4.00 
GOOD BUS SERVICS 3.55 
FAST CHECK-OUTS 3.22 
OPENING HOURS 2 - 7 1  
STORE. LhVOUT 2 - 2 2  ...... - .... 
PASKING F A C I L I T I E S  1 - 6 2  
CHEAP. PETROL AT THC ST335 1 - 6 2  
EASE:OF GCTTIfdG TO RY C l i  1.50 
OTHER SHOPS NEARBY 1.50 
ARRIVLL H?DC'UALK 
:TEx ! ' : i t !  
Q U A L ~ T Y  OF GOODS 4-44  
LOUFR PRICES 4.3? 
WIDE CHOICCISELECIIOS 4.23 
F19T CHECK-OUTS 3.95 . . . .  
OPENING HOURS . 3.1s 
STORE LAYOUT 3.02 
PARKING F A C I L I T I E S  2-45; 
coon nu$ SFRY:CE 2.36 ............... 
EASE OF GETTING T3 BY CAR 2 - 2 C  
FREE SHOPPER BUS 2-12/ 
OTHER SHOPS NLARBY 1.90; 
CHEAP DETPOL AT THI  STORE 1 - 8 3  
MEAN IU?ORTAFlCC SCALE VALUES FGR 0.14 ( 8 1  * I D E  OF i A l I V A L 1  
ARRIVAL H L ~ O Z = C A R / V L N  
x ~ t n  H C L N  
QUALITY OF GOODS 4 - 3 8  
LOVER PRICES 4.21 
UIDE CHOICE/SELECTiDI 4 - 1 9  
.FAST CHECK-OUTS 4.0+ 
PARKING F A C I L I T I E S  3 . 9 2  
EASE OF GETTING TO BY C L L  3.46 
OPENING HOURS 3.25 
STORE LAYOUT 3.20 
CHEAP PETROL I T  THE STORE 2.34 
GOO0 BUS SERVICE 1.63 
FREE SHOPPER..BUS.- - 1.60 
OTHER' SHOPS NEARBI 1.60 
ARRIVAL HODE=SCHE~ULEO BUS 
. . 
1r'ER:I 
. . . .  .... $. ....'...-.. ... 
0 U I C T ~ Y " O F '  GOODS 
UIO+.WOICE/.SELECTIOII LOlj&<:PRxc<s. . . .  
F.AST: CHECK-OUTS. 
GOODBUS .SERVICE~' 
. . .  :ST.ORE..UYOUT.. 
FRE<~:~HOPPEP. BUS 
OPENIF.;HOURS .. :.. 
p~~li :*%g&CrLfTIEs-..  
EASE.'DF,;,GETT.ING TO BY 
CHEIP'PETROL- AT THC S 
OTHER -.SHOPS NEARBY . . . .  
~ ~ 





LOWER &ICES 4.k 
FREE SHOPPER BUS 4-30 
UI~E ~ ~ H O I C ~ ~ ~ E L E C T I O U  e.11 
QUALITY 0,F:GOOJS 4.00 
eood eus.:se~vr'cc 3.55 
FAST CHECK-OUTS 3.22 .. - ........... 
OPENING HOURS 2.77 
PARKINS F A C I L I T I E S  1.62 
CHEAP PETROL AT THE 3 T 3 q Z  1.62 
F I S F  O F  GETTiNG TO RY 1.50 .. . -  ~ 
OTHER SHO?S NEARBY 1-50 
OUALITV O i  GOOOS 4.4) 
LONER PRICES 4.5: 
YIOE CHOICilSELECTIOS 4 - 2 5  
FAST CHECK-OUTS 3.95 
OPENING HOUR3 . 3 - 1 3  
STORE LAYOUT 3-02  
PARKING F A C I L I T I E S  2-45, 
GOOD BUS SCRVICE 2.36; 
EASE OF GETTING TO BY CAR 2.2, 
FREE SHOPPER BUS 2.12j 
OTHER SHOPS NEARBY 1.90, 
CHEAP PETROL L T  THC STORI 1-89 
, ' , " i ,  . .  'I'[?Ii1 I I,;,, .:- ., i; .. ~'(~>i<l.;:. (lit. ..$ ,.:) 
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FIG 3.4 
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FIG 3.1 0 
PERCI NTAGE 
3c 4 
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FIG 3.11 
FIG 3.12 
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FIG 3.13 
CSOV-FLY OlSTANCL 5 T C ' I - H X I  1Kn) 
LE.GEI!C: Y l S i T  I 2 -J 3 4 m 5  
FREE. CF # l S i T  KEY: 1-3 CR 934E 1:IlES A UEFK. Z=TU!CL A WEFK. 
3=ZL:CL A UK.4:2!ICL A FCS:NC.T.SiGNCL A !i'H.+;LES5 3FTC.N.7:-IS' V i S I T  
S'l'oiil:. TO HOME: DISTANCf 
C Q ~ C ( , E N ( '  .;; ? R : i l ~ T l ? ! :  '?i l ' :  SICEF'  iL12PFFP'> 
, - ? + : j : 5 j 7  TC ?rI?S: :112<!; 
"YE (KRI CQOV-FLY D lSTANtL  SrORE-Hr. - 
imrro: VISIT EYB I 5 2 1 1 3  W J EgBP 5 
FREC. OF V I S I T  KEY. 1-3 C4 n34L TIMES A WEEK. Z ; T V l C l  A WEFK. 
S=ONCE A UKA-CNCt  A FOSTNGT.S=ONCZ A MTH.hlLESS OFTEN.7.1ST V I S I T  
FIG 3.15 PARKING DIFFICULTIES A'I' STORES 
FREOUENCV '40 DIFF::u.?Y' SLPLL ' IC  
+ 3 +  1-- 5--+ t-- 5 ------I - 8 - 4  I--- 9 -+ s r o 3 r  
DAY OF ilEEK 3 5 7 
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DAY OF XEEK KEY : 3-TUESDAY. b=FRICAY. I-SATURCAY 
"ERif PI! *?.; 
z r  4 
PARKING DIFFICULTIES A'T  STORES 
FRLl.'ijENL" .'I(: i V"'l 'SPkC!.? YElP S'Or\L F * l i K 4 N r ! .  ' ItF.$$'F:i 
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t 3 .--1 I-- 5 ---+ F-- 6 ------I +6- - - - i  + 9 ---4 srcs! 
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CAY CF JEFK KEY : 3-TUESOAY. 6-.FRIC.$Y. 7..SATLiROA? 
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Fl'y3.20 M e a n  impor tance Values -- fo r  Que~tt'on 14
( 5  m o d e ) .  
Not 
very Very 
1 mpori-oat i mportont 
Not I re1 evant I mpor tant I Essential 
Sto re  layout I 2 3 4 5 
Late opening hours 
Lower prices 
iQwhl-iky o[ goods 
!padking &aci\ itles 
. . 
iGo&d . . bus 
! ' 
. . , 
/~t&:oC getting to by 
!Fast check-outs 
{Wi-de. : . . . . . . . choice/.sele&ion 
c 
Ghqap :petrol ar the & 
. . 
!Okh.er shops ne&rby 
ifriilg- . . -Shopper bus 
i 2 3 4 5 
No. observations 
- - ca r /~~n  - -  853. -: 868 
~~-he;duled bus :-;- -  : 3 0  - 3 2  
I . ..-5ho+,er bus. -I--  i. 8-  I0 
Gfa 1:tc -------- -i 1 0 1  -109 
.. . .  . (mi n - ma* > 
C N.6. A l l  shoppers L? a\\ s.tot-es  show^. 
- A l l  questionnaire di s~t - ibut ion days of w-eek 
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APPENDIX 1 
UNIVERSITY - OF LEEDS AND WEST YORKSHIRE MET-COUNTY COUNCIL 
S U P E - O P P I N G  SURVEY 
Dear Shopper, 
W e  are conduct ing a study in  West  Yorkshire to provide 
information for the planning of transport facilities at and to 
supermarkets. 
As part of this work we  would like your help in  answering this 
Questionnaire. 
YOUR RESPONSE is most important and you can be sure that your 
answers will be treated in the strictest confidence. 
When you have completed the Quest ionnaire s imp ly  fold it 
according to the instructions given on the back and post it to 
us. NO S T A M P  I S  REQUIRED as the Questionnaire is marked 
FREEPOST. 
If you have any queries regardin7 this Questionnaire please 
contact Mr. Stephen Spinks at the address below or telephone him 
on Leeds 431751 ext. 386. 
Thank you for vour co-operation. 
- 
Professor K.M.Gwilliam (Director) 
Institute for Transport Studies, Leeds University, Leeds LS2 9JT. 
I To fill in the Questionnaire - Please tick ONE @f per question 
unless otherwise instructed or provide written answers where they 
are asked for - PLEASE USE BLOCK CAPITALS FOR WRITTEN ANSWERS. I ---- 
I IN CONFIDENCE I 
1.To -- the person -- answering this Questionnaire: are you the MAIN 
food and grocery shopper in your household? I -- - - -  I 
I O Y E S  0 NO =Don't have a Main Shopper 1 
2.Did - you set out on this shopping journey from- ---- 
a Home 0 work ............................... Somewhere else? (Please specify) 
3.What was the address of the place you set out from? (The 
~ o s t c o d e w i l 1 b e  sufficient (if known ), otherwise please give 
the Street & District) ........................... Business/Firm's name (If applicable) : 
Street ......................................................... 
District.............. ................. Postcode................. 
4.How long did it take-you to travel from the address given in -- --- -- - 
to the supermarket? ............................... mins question 3 -- --- ------------ 
5.What was your MAIN means of transport to get to the supermarket? I -- - ---- I 
DCar /Van 0 Bicycle 
OScheduled bus OM.bike/Moped/Scooter 
OShopper  bus - D T a x i  
Walk If any other means was used .................. (Please specify) 
P.T.O. 
~f your MAIN means o f  transport was  a CAR/VAN please answer 
questions 6a & 6b. (Otherwise please continue from question 7) 
6a.On - your journey -- to the supermarket dld you?:- 
U D r i v e  yourself 
O T r a v e l  as a passenger in your own household's car/van 
=Travel as a passenger in a friend's/neighbour's car/van 
If none of these (P lease  s p e c i f y )  ...................... - - - - - - - - - - - 
6b.Dld - you experience any difficulty in parking -- at the store? 
If so what? (Please tick more than one G x  if necessary.) -- 
=No difficulty ODi f f i cu l t  to find any spaces 
OVeh i c l es  badly parked =No empty spaces near store 
entrance 
Any other difficulty? (Please specify) ...................... ............................................................ 
7.How much t i m e  did you spend in the supermarket? (ie. the time -- -- --- - - --
you took between entering & leaving the store) ............... mins 
6.T0 -- the nearest E, how much did you spend in the supermarket? ---- --
E ................... 
9.Whlch day - is your household's USUAL -- MAIN food shopping day? 
a x o n .  O T u e s .  =Weds. O T h u r s .  0 Frl. 0 Sat. 
l0.khat reasons most frequently affect - or influence your cholce 
household's MAIN food & grocery shopping? ................................................................ ................................................................ ................................................................ 
-- - 
t 
11.About -- how often - do  - you - (or - a member - of your household) visit 
this supermarket? 
I 0 2  tlmes a week or more n o n c e  a fortnight 
U T w l c e  a week =Once a month 
I =Once a week =Less frequently 
=First Visit 
I a YES (Please continue from question 14) - ..- 
- 
s e e  NO to question 12 please ANSWER 13. & 13b 
I 
I 13a.For what reason(s) were you NOT shopping at your MAIN store? -- -- - - - - -- ................................................................ ................................................................. 
1 13t.Where do usually do your MAIN Food and Grocery shopping? 
I -- -Store !.lame ............., ........................................ .............. ................... 1 Street............ District... 
I 
Please continue from question 14 
1 4 .  P l e a s e  f i l l  i n  - ALL t h e  boxes below t o  i n d i c a t e  how i m p o r t a n t  
e a c h  i t e m  is when c h o o s i n q  a s u p e r m a r k e t  a t  w h i c h  t o  d o  y o u r  
household 's  MAIN food  & g r o c e r y  shopping. 
G i v e  EACH i t e m  p o i n t s  f o l l o w i n q  9:- --- I 
E s s e n t i a l  
i m p o r t a n t "  you s h o u l d  p u t  a  i n  t h e  box n e x t  t o  i t .  
I s t o r e  l a y o u t  n ~ a s e  o f  g e t t i n g  t o  by c a r  
= L a t e  open ing  h o u r s  n ~ a s t  check-ou ts  
=Lower p r i c e s  [=]wide c h o i c e / s e l e c t i o n  
n ~ u a l i t y  o f  goods  = c h e a p  p e t r o l  a t  t h e  s t o r e  
= p a r k i n g  f a c i l i t i e s  = o t h e r  shops  nearby  
n ~ o o d  bus s e r v i c e  u ~ r e e  shopper  bus  i 
................. 15.How many p e o p l e  --
.......... 16.How -many o f  t h e s e  were c h i l d r e n  under -
17.How many p e o p l e  a r e  t h e r e  i n  your h o u s e h o l d ?  -- -- - -
....... Number o f  a d u l t s  ( 1 7 y r s  & o v e r  ) .  
....... ....... Number of  c h i l d r e n : ( a )  5 t o  i 6  y r s  : ( b )  under  5 y r s .  
18. -- How many c a r s ( i n c 1 u d i n g  v a n s )  -- d o e s  your  househo ld  O W N ?  
( P l e a s e  i n c l u d e  v e h i c l e s  b e i n g  b o u g h t  u n d e r  h i r e  p u r c h a s e )  
19.Are t h e r e  - a n y  o t h e r  v e h i c l e s  -- i n  y o u r  h o u s e h o l d ,  - -  s u c h  a s  
company c a r s ,  w h i c h  c a n  b e  u s e d  f o r  p r i v a t e  u s e ?  I f  s o  how ---- - ---- .................... many? -- 
20.How many c u r r e n t  c a r  l i c e n c e  h o l d e r s  a r e  t h e r e  i n  y o u r  -- -- - --  
h o u s e h o l d ?  ( P l e a s e  e x c l u d e  l e a r n e r s )  ............................. - ------- 
21.Does -- your  househo ld  p o s s e s s  3 -- of  t h e  f o l l o w i n g ?  ( P l e a s e  t i c k  
more t h a n  one  box i f  n e c e s s a r y . )  
O F r i d g e / f r e e z e r  = S e p a r a t e  f r i d g e  
[ 7 S e p a r a t e  f r e e z e r  =None o f  t h e s e  
22.I f  you d i d  n o t  g i v e  you r  HOME Address  i n  Q u e s t i o n  3, c o u l d  you 
please g i v e  i t  here: -  ( T h e  P o s t c o d e  w i l l  b e  s u f f i c i e n t  ( i f  
known) o t h e r w i s e  please g i v e  t h e  S t r e e t  and D i s t r i c t )  
S t r e e t  .......................................................... 
D i s t r i c t .  .............................. ~ o s t c o d e . . . . . . . . . . . . . . . . . .  
- 
T h a t  completes t h e  Q u e s t i o n n a i r e .  Now p l e a s e  t u r n  t o  t h e  l a s t  
p a g e  a n d  f o l l o w  t h e  i n s t r u c t i o n s  on  f o l d i n g  t h e  Q u e s t i o n n a i r e  
p r i o r  t o  p o s t i n g  it back  t o  u s  by FREEPOST 
STAMP 
REQUIRED 
M r . S . P . S p i n k s ,  
FREEPOST 
I n s t i t u t e  fo r  T r a n s p o r t  S t u d i e s ,  
T h e  U n i v e r s i t y  of L e e d s ,  
LEEDS.  
L S 2  9 J T .  
THANK YOU FOR TAKING THE T I M E  T O  COMPLETE T H I S  QUESTIONNAIRE - I T  
IS MUCH A P P R E C I A T E D .  NOW P L E A S E  F O L D  I T  A C C O R D I N G  T O  T H E  F O L D  
L I N E S  SHOWN ON T H I S  P A G E  (REMEMBER T O  K E E P  T H E  A D D R E S S  T O  S E N D  I'I 
TO O U T E R M O S T )  AND T H E N  S I M P L Y  P O S T  I T .  - NO STAMP IS REQUIRED AS 
I T  IS ALREADY MARKED FREEPOST 
APPENDIX 2 
SHOPPER QUESTIONNAIRE SURVEY 
CODING MANUAL 
Qar. Col. Description (with VARIABLE NAME) 
NO. NO. ................................................................. 
CARD No. 1 
1 1-4 Serial Number QNUM 
Code xxxx Serial No. from q'aire 
2 6 Store Number STORE 
Code 3 Morrisons, Mayo Avenue, Bradford 
5 Morrisons, Canterbury Avenue, Bradford 
6 Asda, Fartown, Pudsey 
8 Morrisons, Victoria Centre, Bradford 
9 Hillards, Idlecroft Road, Bradford 
3  8-9 Day - of Month - of q'aire distribution DAYOPM 
Code 01 to 31 for day of month 
M Unknown/Indeterminate etc. - 
4 10-11 Month - of q'aire distribution MONTH 
From Survey Record Sheets 
Code 05 May 
06 June 
M Unknown/Indeterminate etc. 
+ 
Day of Week of q'aire distribution DAYOFW -- 
From Survey Record Sheets 
Code 3  Tuesday 
6 Friday 
7 Saturday 
M Unknown/Indeterminate etc. 
15-18 -- Time of Day - of q'aire distribution TIMEOUT 
Code hhmm Time ending from record sheets ('24hr) 
M Unknown/Indeterminate etc. -
20-21 Day of Month of Date Stamp STAnPD -- 
Code 01 to 3 1  for day of month 
M Indeterminate - 




09 September and thereafter 
M Indeterminate - 
9 25 - Date Stamp Estimated/Not Estimated STANPEST 
Code 1 Estimated 
0 Not estimated 
10 27 Q1.To -- the person answering this Questionnaire: 
are you the MAIN food and grocery shopper in - - your  household?^^^^ 
Code 1 Yes 
2 NO 
3 Don't have a Main Shopper 
M Missing 
N Invalid (ie. More than 1 box ticked] 
Q2. - Did you set out on this shopping journey --- 
from:- T R I P ~  
Code 1 Home 
2 Work 
If "Somewhere else" specified: 
Code 3 School 
4 Friends/Relations 
5 Other Social/Recreational 
6 Other Shops 
7 Other 
M Missing 
N Invalid (eg. Home ticked but 
address/post-code given for Var.No.12 
does not match that given for Var.No.57) 
Q3. What was the address of the place you set --- -- - 
out from? (The Postcode will be sufficient (if - 
known), otherwise please give the Street & 
District) ADDRESS0 
Code xxxxxxx  the postcode given or derived from 
the address or firms name 
M Missing 
U Information given insufficient or -" address out of study area 
Postcode Given/Not Given (to Var.N0. 12) 
POSTCODE 
Code 0 If Not Given 
1 If Given 
2 If complete address given but without 
Postcode; or where ONE Postcode only 
applies for the stceet/road etc. given 
14 41-42 Q4. - How long did it take you to travel from the 
address given - in question 3 to the supermarket? 
TRIPTIME 
Code mm time in minutes (If >99 put "99") 
M Missing 
Q5. What was your MAIN means of transport to get -- -- - 
to the supermarket? MODE --
Code 1 Car/Van 
2 Scheduled bus 






9 Hire Car 
M Missing 
N Invalid (ie. more than 1 box ticked) 
263. On your journey -- to the supermarket did 
YOU? : - - ~ ~ B O R N  
Code 1 Drive yourself 
2 Travel as a passenger in your o w n  
household's car/van 
3 Travel as a passenger in a 
friend's/neighbourls car/van 
4 None of these 
0 If Var.No.15 <> 1 
M Missing 
N Invalid (ie. If more than 1 box ticked) 
Q6b. Did you experience any difficulty in 
parkinq at the store? -- If so what? ( ~ l z s e  tick 
more than one box if necessary.) 
Code for each: 1 If ticked 
0 If unticked or Var.No.1501 
, . M Missing (ie.Var.No.l5=1 but 
boxes here left blank) 
17 4 8 No d i f f i c u l t y  NODIP 
1 8  4 9 V e h i c l e s  b a d l y  parked BADPK 
19 5 0 D i f f i c u l t  t o  f i n d  any s p a c e s  ANYSP 
20 5 1 No empty s p a c e s  n e a r  s t o r e  e n t r a n c e  NOEMP 
21 5 2 Any o t h e r  d i f f i c u l t y  OTHERD 
22 54-55 Q7. -- How -- much - t i m e  - d i d  y o u  s p e n d  i n  t h e  -- 
s u p e r m a r k e t ?  ( i e .  t h e  t ime you took  between 
e n t e r i n q  and l e a v i n g  t h e  s t o r e ) .  ... mins - - 
INTIME 
Code mm t i m e - i n  m i n u t e s  ( I f  >99 p u t  "99" )  
M I f  M iss ing  - 
23 57-58 Q8. To t h e  n e a r e s t  E,  how much d i d  you spend i n  -
t h e  supermarke t?  MONEY 
Code x x  E (pounds)  
M Miss ing  - 
N I n v a l i d  
Q9. Which day - is your househo ld ' s  USUAL M A I N  
food shopp ing  day? 
F i r s t  Usual  Day Given USDAYl 
Second Usual  Day Given USDAY2 
Code f o r  V a r ' s  24 & 25 a s  fo l l ows : -  
9 I f  NO main shopp ing  day  "none" o r  
" v a r i e s " ,  e tc .  
(See r e s p o n s e  t o  Q.10) OR where  more t h a n  
2 boxes t i c k e d .  
NOTE: where  ONE day  o n l y  is t i c k e d  p u t  




5 Thursday  
6 F r i d a y  
7 S a t u r d a y  
M M i s s i n g  (Only i f  r e s p o n s e  t o  Q10 ALSO 
M i s s i n g )  
Q10. - What r e a s o n s  most  f r e q u e n t l y  a f f e c t  - or 
i n f l u e n c e  your c h o i c e  of  9 - f o r  your 
h o u s e h o l d ' s  MAIN food  &grocery shopp ing? 
F i r s t  Main Reason Given REASON1 
Second MaiKReason Given ( I f  any )  REASON2 
Code 1 No usual day/None/Varies/No reason/etc. 
2 Need to replenish/Food for weekend/ 
Near weekendLBefore weekend/etc. 
3 Time availabi-lity/Work hours dic- 
. tate/Regular day: (or part day- A 
off /Conven~~;/Suitable finish/Late 
opening/~arly' finish (from work)/etc. 
4 Other person (s) availability 
5 Transport/Car/Vehicle availability 
6 Habit/Routine/Traditional/Custom/etc. 
7 Quiet time or day at' store/Less 
busy/Easier to 
park/Less crowded/etc. 
8 Pay day/Money related/Pension day/Collect 
dole money/Unemployment benef it/Social 
security/etc. 
9 Other 
.O  For Var.No.27 - where one reason given 
on1 y 
M Missing 
Qll. About how often do you (or a member of your . - -  a 
household visit- supermarket?) VISIT 
Code 1 3 times a week or more 
2 Twice a week 
3 Once a week 
4 Once a fortnight 
5 Once a month 
6 Less frequently 
7 First visit 
M Missing 
N Invalid (Where more than 2 boxes ticked) 
Q12. Do you consider this supermarket (the one 
at which you obtained this Questionnaire) -- to be 
your MAIN store --- for Food and Grocery shopping? 
MAINSTO 
Code 1 Yes 
2 NO 
Q13a -- For what reason(s) were you NOT shopping at - - 
your MAIN store? 
First reason NOTREAl 
Second Reason (If not given code as "Om)NOTREA2 
CODER : If response to 4 1 2  is "YES" code 0 for 
Var's 30 & 3 1  
Code 1 Wanted a change/Variety/etc. 
2 Good(s) not available at Main 
store/Good(s) more expensive at Main 
store/Particular or certain items sought 
or bought/Comparing prices/Wider 
' selection than Maln store 
3 Convenience/Not in Main store 
vicinity/Too far/Not near home/Nearer to 
work/Not usual day/etc. 
4 Combining trips/Other trip purpose/En 
route elsewhere/etc. 
5 No Main store/Alternate with one other 
store or complements with fresh meat/veg. 
from town or market etc. 
6 Other person not available 
7 Car/Vehicle not available 
8 Petrol not available at Main Store/Other 
attribute (eg tyre bay) not available at 
main store/Cash point at this store/etc. 
9 Other 
0 For Var.No.31 -where one reason given 
only and response to Q.12 is "NO" 
M Missing (ie.If response to Q.12 is "NO") 
N Invalid (ie.Response not pertaining to 
Question. ) 
3 2 73-79 Q13b. Where - do  you usually your --- MAIN Food and 
Grocery shopp ins  ADDSTO 
Code xxxxxxx Postcode derived from Store name 
and address 
M If Missing (Only where response to 
Q12 is "NO") 
U If store name/address given does 
not correspond with an actual store 
or does not permit identification 
of a store (ie. unclear or 
imprecise) 
0000000 If response to Q12 is "YES" or more 
than one store given or a market or 
town centre given 
END OF CARD NO. 1 ................................................................. 
CARD NO. 2 
414. Please fill in ALL the boxes below to 
indicate how important each item is - when ' 
choosing a supermarket at which to d o  your 
householdis MAIN food & grocery shopping. 
Code 1 to 5 as given 
M Missing 
N Invalid (eg. ticked instead of numbered) 
S t o r e  l a y o u t  LAYOUT 
L a t e  open ing  h o u r s  OHOURS 
Lower p r i c e s  PRICES 
Q u a l i t y  o f  goods QUALITY 
P a r k i n g  f a c i l i t i e s  PARKING 
Good bus s e r v i c e  BUSS 
Ease of  g e t t i n g  t o  by c a r  EGTBC 
F a s t  check -ou ts  CHECKOS 
Wide c h o i c e / s e l e c t i o n  CHOICE 
Cheap p e t r o l  a t  t h e  s t o r e  PETROL 
Other  shops  nearby  SBOPS 
F r e e  shopper  bus FREEBUS 
Q15. How many p e o p l e  were i n  your shopp ing  -- 
p a r t y ?  PARTY 
Code 0 t o  9 ( I f  >9 p u t  " 9 " )  
M Miss ing  
N I n v a l i d  
Q16. How many o f  t h e s e  w e r e  c h i l d r e n  u n d e r  5 yrs -- - 
o f  age?-uNDER5- -
Code 0 t o  9 ( I f  >9 p u t  "9 " )  
M Miss ing  
N I n v a l i d  , 
Q17. How many p e o p l e  a r e  t h e r e  i n  your  -
househo ld?  
Code 0 t o  9  ( I f  >9 p u t  "9" )  
M M iss ing  CODER : Code V a r ' s  48 & 49 as M 
( i e .M iss ing )  only i f  
Var.No.47 is M i s s i n g  
O the rw ise  p u t  "0"  
N I n v a l i d  
Number of  a d u l t s  ( 1 7 y r s  & over  ) ADULTS 
Number of  c h i l d r e n  ( 5  t o  1 6  y r s  ) BEOLD516 
Number of c h i l d r e n  ( under 5 y r s  ) BBOLDUS 
-- 
h t  under  h i r e  p u r c h a s e )  OWNCA 
Code 0 t o  -3 .(If >9 . p u t  "9" )  
M M i s s i n g  
N Invalid 
Q19. Are - there any other vehicles in your 
household, -- such as company cars whTch can be --
used for private use? If so how many? 
COCARS 
- ---
Code 0 to 9 (If >9 put "9") 
M Missing CODER : Put "M"  only if Var 50 
is also missing 
N Invalid 
Otherwise put "0" 
420. How many current - car licence holders - are 
there in your household? (Please exclude 
learners) LBOLD 
Code 0 to 9 (If >9 put "9") 
M Missing 
N Invalid 
421. Does your household possess any -- of the 
following? (Please tick more than one box if 
necessary.) 
Code 1 If ticked 
0 If unticked 
5 3 41 Fridge/freezer PRFREEZ 
54 4 2 Separate freezer SEPFREEZ 
55 43 Separate fridge SEPFRIDG 
5 6 4 4 None of these NONE 
57 46-52 Q22. If you did not give your BONE Address in 
Question 3, could you please give it here:- (The 
Postcode will be sufficient (if known) otherwise 
please give the Street and District) BOWEADD 
Code xxxxxxx Postcode as given or derived from 
address (From Var.No.12 if "Home") 
M Missing 
N Invalid 
U Insufficient info. given or out of 
study area 
Postcode Given/Not Given - to Var.No.57 PCHOME 
Code 0 If not given 
1 If given 
2 If complete address (less postcode) given 
OR where ONE postcode applies to 
street/road/building only 
59 56-58 Vehicle accumulation ACCUM 
Code x x x  No. of vehs. at or imme'diately prior to 
time of q'aire distribution - as shown 
on record sheets 










Session Weather WEATHER 
Light Rain, short duration 
Intermittent 
Prolonged 





6 1 65-68 Questionnaire Code Number CODENUM 
Code 1st. Q'aire =1, 2nd. =2, etc. 
